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Half a Million Women 


Get the Woman’s FarM JourNaL regularly and study 
its contents while their husbands and sons work to 


Make Money 


to spend in buying the necessaries and comforts of life 
on the most prosperous and best farms of this country. 
The farm woman is always consulted in buying by mail, 
and frequently she does the buying exclusively. The 


Woman’s Farm Journal 


keeps advertisers because it is to their interest to stay 
with it. It brings results that make it good business 
policy to continue with it. Thousands of its sub- 
scribers and their friends have a standing invitation to 
visit our great publishing house during the World’s 
Fair, and this visit will add to its influence and pulling 
powers, for it will impress them with the stability 
and magnitude of their favorite farm paper. Rates 
and samples free. 


THE WOMAN’S FARM JOURNAL 


ST. LOUIS, Mo, 


Geo. B. Hiscne, 66 Hartford Bl » Chicago 
Wastern RePRESENTATIVES { J. Burton Warren, 66 Hartford Bl 

A. A. Hinx ey, 1402 Flat Iron B gone g 
Eastern RePResenTATIVES { deo B. Lewis, 1402 Flat Iron Bia New York, 























Advertising Agencies. 


Advertisements under this head, two lines or more 
h y, 0 cents aline. Must be 
han in one week in advance. 
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DISTRICT OF COLUMBIA. 

x ~ FOR Stine Want Ad a 15 joatit dailies. 

+) Send for listsan: and prices LP. DARRELL 
ADVERTISING AGENC ENCY, Star Bldg. »>Waseh., D.C. 

KENTUCK ¥. 

H M. CALDWELL Adv, Ag’cy,Louisville, plans, 

e prepares, places adv’ng; newpapers, mags. 

; MICHIGAN, 

HE GRAW-TOSREE S.. pe 719-731 peiaht 

gan Trust Building, G: rand Rapids, ¥ “* 
Messi om 
equipment and art department. 

NEW JERSEY. 


AIL order advertisi; aa . THE 
STANLEY DAY P AGENCY, owmarket, Nd. 


NEW YORE. 


Oe AGENCY, 220 prestuey, N. Y. 
‘edical journal advertising exclusively. 


LBERT FRANK & CO., 25 Broad Street, N. Y. 
General Advertising Agents. Established 
1872. Coieage. Boston, ladelphia. Advertis- 
ing of all kinds placed in ever in every part of the world. 
Gs P. ROWELL & CO., & CO., 10 Spruce St., ven 
¥ York, have representatives ives calling 1h po 
son upon eee 
State ‘by State. and offer advertisers the - 
| facilities of this service. Schemes for in- 
troducing and selling goods. goods. 


ORTH AMERIOAN ADVERTISING COM- 

; PANY, peo Bo ad New Lae the 
only co-o thy ve! — agency in ex- 
i ul advertising 


goods abroad goods in the home 
market. Communications from man 
desiring larger output reque requested. 


CK’ ADVERTISING AGENCY, 132 Nassau 
St., New York, established 1869, solicits cor- 
respondence from manufacturers and traders 
who wish to create a greater demand for their 
goods by means of newspaper and magazine 
advertising. 
OHIO. 


Crnst0." 5 RUNEY, Runey ine. Outdoor 
0. Ba ig joor 
Printing, Desig Designs, Writings 
PENNSYLVANIA, 
Raine ova. Providen » Phila 


writing and and d ‘ing. 
[HE EL On LIMELAND ADVE ADVERTISING AGENCY, 
925 Street, Philadelphia. 
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F wotae & np ea 
1208 Commonwealth Bag”, Phila, 
“Less Black and White, and more ‘Gray Matter.” 
RHODE ISLAND. 
F. OSTBY, AGEROT, Jrovidense-Brteh, 
catchy ideas,” magazine, news- 
paper adv. 
TENNESSEE. 
REET WOOD ADVERT BING CO. _(Incorpo- 
Main papen a a 


CANADA. 
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NEW YORK, 


VoL. XLVIII. 


A BUSINESS THAT HAS BE- 
COME AN INSTITUTION. 


It is often pointed out that the 
retail haberdasher’s business ad- 
mits of very little advertising out- 
side the windows. Nobody calls 
attention to this drawback so often 
as the retail haberdasher himself, 
and it has become a staunch tradi- 
tion in his trade. Most retailers in 
this line accept their business with 
what is presumed to be its natural 
limitation, and consequently the 
volume of advertising among the 


haberdashers is not much greater 
than that among barbers. 

There is always an exception to 
this sort of rule, however—the ex- 
ception that “proves the rule” a 
fallacy. This exception exists in 
Chicago, and is known as the 
Washington Shirt Co. Thirteen 
years ago the Washington Shirt 
Co.—which is really F. L. Rose- 
bach, the sole proprietor—began 
business on a downtown corner of 
the Windy City with no greater 
capital than any small haberdasher, 
nor any perceptible advantages. 
But from the first Mr. Rossbach 
showed a disposition to advertise 
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his business, beginning with cheap 
dodgers in 1,000 lots, and calling 
attention to his store by such 
means as he could afford. Since 
that time the advertising and busi- 
ness have grown together. To-day 
the Washington Shirt Co. has two 
large stores and a mail order de- 
partment that has sent collars to 
Liberia and South Africa. The 
present advertising appropriation 
is $25,000 a year, or just about 
three times the gross annual turn- 
over of the retail haberdasher who 
cannot afford to advertise. More 


than 100,000 men’s collars are sold 
over the counters every month, or 
a million and a quarter a year, and 
the concern’s publicity has taken 
such distinctive channels the past 
five years as to become intricately 
i terwoven into the life of Chicago. 

H. A. Babb, advertising man- 
ager of the company, finds himself 
in a peculiar quandary when it 
comes to discussing the advertising 
that has brought about these re- 
sults. Mr. Babb is a daily news- 
paper man. Six years ago while 
he was connected with the adver- 
tising staff of the Chicago Journal 
the Washington Shirt Co. express- 
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ed a willingness to use newspaper 
space if somebody in the Journal 
office would write the copy. Mr. 
Babb took the ads in hand, and 
wrote them to such good purpose 
that presently he was asked to 
come over and act as the concern’s 
advertising manager. In this posi- 
tion he has been ever since, but the 
range of mediums employed in 
building up the business has been 
so wide that Mr. Babb cannot 
claim ‘as much as he would like to 
for the newspapers. : 
“Our appropriation has gone in 
street cars, theater programmes, 
painted bulletins, printed posters, 
novelties blotters and minor me- 
diums, as well as in the Chicago 
dailies,’ he says. “As a daily 
newspaper man I believe in the 
eternal fitness of that medium for 
pretty nearly any proposition with 
merit, yet in truth I must confess 
that if we were forced to give up 
all mediums one by one the street 
cars would be last to go. Our ad- 


vertising has always had a certain 
note of cleverness that stood out 
to the best advantage in the cars. 


I don’t believe it could have been 
made so distinctive in any other 
medium. PriNnTERS’ INK has re- 
produced our cards from time to 
time, and perhaps their style is 
known to your readers. Some of 
the designs have depended on 
colors, as in the shirt card show- 
ing the American flag, with the 
phrase “Our colors never run.” We 
have always had end positions in 
the cars, and long association of 
our cards with these spaces has 
given them a permanence very val- 
uable at this stage of the game. 
When we put out a new card that’s 
good we hear from it immediately 
and directly. And so, though I am 
still a daily paper man who 
shouldn’t say it, the cars are our 
best medium. We have space in 
practically every one in Chicago— 
the surface lines of the Union 
Traction and City Railway com- 
panies, all the elevated lines and 
the Illinois Central trains. Our 
average edition of a new card is 
3,000 copies, but I believe there are 
rather more cars than that, as we 
make a practice of leaving some 
of the old cards in. A new street 
car ad appears about once in two 


months, and we aim at variety in 
telling our street car story, striv- 
ing for a card different from the 
last, and one with a good point. 
“One of the companys best hits 
was the advertising of quarter-size 
collars. We introduced these five 
years ago in the two-for-a-quarter 
goods, and have built up largely 
by that means our present great 
trade in men’s collars—easily the 
largest in the world. Our stock is 
so big that when the laundry &trike 
was on in Chicago last summer, 
and there was a tremendous rush 
for new linen, we were able to 
supply all demands, where other 
stores collar stocks faded in a day. 
In advertising the quarter-size 
collar we have always employed 
the fraction 4%, and this has be- 
come a veritable trademark for us. 
That fraction % displayed alone 
on a street car card or in a news- 
paper would be understood in- 
stantly by Chicago people as an 
ad of the Washington Shirt Co., 
and in Chicago the quarter-size 
collar means the Washington 
Shirt Co., and nobody else besides. 
“Another medium that has be- 
come identified with our concern 
is the dashboard sign on the cable 
cars. These read ‘Stop the car at 
the Washington Shirt Co.,’ and are 
used practically all the year. 
Theater programmes are also an 
important medium for us. Chica- 
go is a lively show town, and we 
find that the programmes give us 
quick returns. Paint is another 
excellent medium, and we employ 
it to good purpose in the form of 
Western Union _ self-winding 
clocks, put up on elevated railway 
platforms and railway stations. 
These clocks are surrounded by a 
painted bulletin. Among our pro- 
fitable novelties the best is blotters, 
I think. A happy hit was a blotter 
in the form of a cuff. We use 
blotters that are of no uncertain 
blotting quality, and distribute 
many thousands annually in the 
business section of the city, both 
by distributers and mail. A key- 
ring, with a numbered metal iden- 
tification tag, has given us excel- 
lent results in the past year or two. 
and we feel that it is a permanent 
success. In a register kept at our 
stores are entered the name and 
(Continued on page 6.) 
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Little Lessons in Publicity.—Lesson 43. 


The Brightest Brains 


Define advertising as the greatest force and 
factor in the business world: 


“ The shortest road to success.”—Artemus Ward. 

“An enormous power and the best substitute for the mint..—W. Z. 
Gladstone. 

“ The steam of business machinery.”—Macaulay. 

“ The life-blood of prosperous trade.”——Samuel Smiles. 

“A business, not a chance.”— 7homas Lipton. 

“ The greatest modern wonder.”—Cook & Sons. 

“ Advertising must be considered the news of the business world.”— 
Joseph Chamberlain. 

“ Business talk.”—/John Wanamaker. 

“ The developer of our business.”—Brinsmead. 

“ The only way to obtain business.” —Blackwood. 

“The only medicine for sick businesses.”—Charles Austin Bates. 

“ The most wonderful modern commercial agency,”—Lord Rosebery. 

“ Advertising is the legitimate channel through which the manufacturer 
speaks to the people he desires to address."—J/mre Kiralfy. 

“To neglect to advertise is like resolving never to travel by steam or 
communicate by telegraph.” —Horace Greeley. 

“ Advertising is simply suggestion.” — Starke. 

Every business man has to advertise, even if it is only by a sign over 
his door. All advertising is good. P. T. Barnum said: “I don’t care what 
people say about me as long as they say something.” 

The best of all advertising is direct advertising. The most direct ad- 
vertising is obtained by the use of home, evening, daily papers, the clean 
dailies, the kind that don’t loaf around the streets, but are of good habits 
and go home every evening and stay home. 

Here are five of the home kind,—that kind that pay. 


THE WASHINGTON STAR 

THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 

THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 
lM. LEE STARKE, 


Tribune Buildi Tribune Buildi 
oe Manager General Advertising, ‘Chlehge ng 
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address of the person to whom we 
give each key-ring, and hardly a 
day goes by but we hear from 
somebody who has found a bunch 
of lost keys and inquires through 
us for the owner. In one instance 
we helped the police identify a 
man picked up insensible in the 
streets. Still: another novelty is 
our guarantee certificate given with 
every colored shirt we sell. We 
warrant the measurements to be 
correct, the workmanship perfect, 
and agree to replace the garment 
within six months from date of 
purchase -if the colors fade or run. 
It is stipulated that the garment 
must be washed continually at one 
of ten large laundries here in the 
city, and we have an arrangement 
with these laundries whereby they 
bear- half the cost in case a shirt 
is hurt in washing. 

“Now, last, I come to newspa- 
pers. Don’t get the impression 
that we do not use them—for we 
do. But the cost of space pre- 
vents the steady advertising we 
should like to do in daily papers. 
In the course of the year, however, 
we print many newspaper ads. As 
we have no bargain sales to feat- 
ure our talk is confined to quality 
and regular prices. There are a 
few events each year, as the open- 
ing of a season, store improve- 
ments, etc., when newspaper an- 
nouncements are not to be dis- 
pensed with. 

“Our mail order department was 
started a year and a half ago, 
largely as a result of mail orders 
that came to us without solicita- 
tion. The time seemed ripe for it, 
so we got out a fine catalogue, il- 
lustrated with three-color pictures 
of fine goods. This was adver- 
tised in ‘the Saturday Evening 
Post, Literary Digest and other 
national mediums. The intention 
was to issue a catalogue twice a 
year, but this was found to be 
impracticable. The cost of our first 
catalogue proved to be too high for 
one thing, and it was also learned 
that customers looked for a more 
frequent issue. The man who 
bought spring goods in April, for 
example, wrote for a new catalogue 
when he wanted summer wear two 
months later, under the impression 
that the goods shown in the book 


he had would be out of stock. So 
we adopted a comparatively inex- 
pensive monthly catalogue in the 
shape of a little fashion magazine, 
His Majesty's Wardrobe. This 
title is taken from our well-known 
phrase, ‘Furnishers to His Ma- 
jesty, the American Citizen.’ The 
magazine shows pictures and 
prices in catalogue style, with sea- 
sonable fashion notes and dress 
hints. It has proved to be just 
the medium for our mail depart- 
ment. We send goods to every 
State in the Union, and to some 
foreign countries. As a rule, the 
farther a man lives from the 
Washington Shirt Co. the greater 
need he has of our goods. His 
Majesty's Wardrobe now has a cir- 
culation of between 15,000 and 20,- 
000 copies monthly, in round 
figures. 

“Results from our advertising 
are, of course, more or less indi- 
rect. It was Mr. Jefferson, of 
Lyon & Healy’s, I think, who said 
that he had never known a cus- 
tomer to come into their store with 
one of their car cards in his hand. 
Nor have we. Yet In pretty defi- 
nite ways we manage to tell when 
an ad is pulling or when it is a 
failure. If ten men mention one 
of our cards it means something, 
even though they are friends and 
acquaintances. Ten hundred other 
men whom we do not hear from 
must have been impressed as well. 

“Now, I want to say a word or 
two of appreciation for PRINTERS’ 
Ink. I have read your journal 
since I left school—and that is 
fifteen years. I am pretty sure 
that I remember the first number. 
I don’t want to wax too enthusi- 
astic, for I might not seem sincere. 
Yet I do most earnestly desire to 
say that Printers’ INK has been 
a stimulator to me at every turn 
in my career as an advertising 
man. .It is just exact?y what it 
pretends to be always—the Little 
Schoolmaster. Meaty—that’s the 
word. It has a sure, strong note 
of common sense and practicality, 
and I have read it carefully and 
continuously all these years be- 
cause I felt that in every issue 
there was sure to be an important 
lesson for me.” 


Jas. H. Cotttns. 
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(Special Despatch to Printers’ Ink.) 


PHILADELPHIA, Pa., July 13.— 
This city has witnessed in the past 
few years one of the most remark- 
able newspaper successes in the 
history of the profession. The Phila- 
delphia Evening Bulletin, that sterl- 
ing, progressive, wide-awake daily, 
has grown in actual daily average 


since 1896 from 33,625 to 144,375 
copies in 1903, while the first five 
months of 1904 show a considerable 
increase over preceding years. 

The circulation of The Bulletin 
for the first five months of 1904, 
compared with the previous year, is 
as follows: 


1903. 
January..... 129,173 


February.... 140,056 


1904. 
159,377 copies 
186,890 


March....... 146,774 
April........ 146,597 
May......... 139,877 
144,610 


WU. ckaks 


Average for six months 
Average for six months 


Average daily increase, 38,426 copies. 


The ratings gerented The Evening 
as follows: 


1896 . 
1897 . 
*1898 . 
1899 . 
1900 . 
Rs creas a5 
Ges weakens 
1903 . 
1904 (ist 6 months) 3 


* Spanish-American war. 


These figures are absolutely guar- 
anteed by the publishers of the 
American Newspaper Directory, 
with a forfeit of $100.00 to the first 
person who successfully controverts 
their accuracy. 

The Bviletin’s circulation figures 
include only the copies taken 
and paid for. Exchanges, copies 
used by employes, and all copies 
damaged or returned as unsold are 


183,837 
182,679 
179,543 
185,319 


in 1908, 141,181 copies. 
in 1904, 179,607 copies. 


Bulletin for the past eight years are 


. 33,625 copies 
, ee 

. 113,973 
. 112,970 
124,855 
. . 130,084 
130,439 
....- 144,375 
.. +. 179,607 


99 
+B] 


9? 


omitted from the figures of the 
stated circulation. The Bulletin has 
made this tremendous’ growth 
through pure worth as a news- 
paper. It is run on a conservative 
business basis and has been made of 
value to advertisers by catering to 
the best clags of readers. It is a 
typical home newspaper, going daily 
into more Philadelphia homes than 
any other newspaper and having the 
largest city circulation. 
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THE SATURDAY AD. 


A nice point nt has arisen in de- 
partment store advertising since 
the evening paper became so im- 
portant a medium in its publicity. 
In the days of the morning paper’s 
supremacy the daily ad naturally 
dealt with that day’s offerings, and 
when the store closed Saturday 
night its advertising week was also 
closed until Monday morning. The 
evening paper made it practicaL! e 
to announce the next day’s offer- 
ings, gaining some twelve hours’ 
time and giving (so the evening 
paper advocates say) much better 
results. But a drawback develop- 
ed. The evening paper was good 
only five days in the week. The 
Saturday afternoon editions came 
out too late to advertise anything 
but Monday offerings, and it was 
generally held that the _ public 
would forget an ad over Sunday. 
Saturday, therefore, became an 
“off” day in afternoon department 
store advertising. 

* * = 


It is still an “off” day with the 
New York evening papers. 


On 
Saturdays the distinctively depart- 
ment store mediums carry only 
small announcements. Some firms 
use a single paper to print a 
quarter-page resume of the Satur- 
day morning ad, saying nothing 
about Monday. Macy’s prints a 
short list of Monday’s offerings, 
but gives the greater portion of a 
small double column space to some 
staple feature, like the savings de- 
partment. 
* * * 

In Philadelphia, on the contrary, 
Saturday is made a day of heavy 
advertising by the department 
stores that use evening papers. 
Monday is considered the best day 
of the week in that city, and it 
has been found that a strong im- 
pression made in the Saturday 
evening papers lasts until Monday. 
Wanamaker’s in the Evening Tele- 
graph fills the usual daily space 
with about the same number of 
priced offerings. Strawbridge & 
Clothier, however, use from a 
half-page to a page in the Even- 
ing Bulletin to feature some Mon- 
day event that is to lead all 
those of the following week. It 


may be a sale of popular- priced 
novels, or a leader in women’s 
clothes. If there is no special price 
inducement a page will often be 
filled with a description of some 
department, with goods marked at 
regular prices. A strong ad of 
this sort was printed recently to 
call attention to the corset depart- 
ment. Nothing but corsets was 
mentioned, and so good an im- 
pression was made that results 
could be traced during the whole 
of the following week. Following 
the Saturday afternoon announce- 
ment of a Monday book sale more 
than 10,000 volumes were sold. It 
is the experience in Philadelphia 
that this Saturday afternoon ad is 
always remembered. But two rules 
are followed in offerings. Either 
the heart must be cut out of prices 
or the whole strength of the ad 
ig centered on one department. 
* * * 


The New York stores have two 
good reasons for lightening their 
ads in Saturday evening papers. 
Monday is not so good a selling 
day as in Philadelphia, and the 
burden of Monday’s advertising 
story is carried over into the Sun- 
day papers. The papers of both 
New York and Brooklyn carry 
great masses of department store 
acvertising on Sunday. In Phila- 
delphia the Sunday papers are not 
used by Wanamaker or Straw- 
bridge & Clothier, and the Sunday 
ads of the popular- priced depart- 
ment stores that do use them 
make a slender showing beside 
those of the metropolis. It is quite 
probable that the Philadelphia 
stores could use more space in the 
Sunday papers profitably, and there 
is also reason to believe that the 
New York Saturday evening pa- 
pers are better mediums than the 
department store managers reckon 
them. 

——————_+o9—_<_—_ 

THE si 
1. 1B Johnson at Rantoinn, Vee and dis 
tributed to surrounding towns, now 
claim a weekly circulation of 4,319 cop- 
ies, and are entitled to entry in the 
Roll of Honor. A small booklet de- 
scribes their territory and scope. 

pital ALONE 

Tue text of a tiny brochure for 
Murray Hill Whiskey, made by Jos. A. 
Magnus & Co., Cincinnati, has been 
cleverly cast in the form of a mock 
“constitution and by-laws.” 
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é ee price of space 
in McClure’s 


Magazine is based 
upon a guarantee of 
four million copies a 
year, The circulation 
for the month of May 
ran 72,632 above the 
guarantee. All this is 
extra, We are deliv- 
ering more than is 
paid for. 
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Manu facturers 





The consumer is your first, not 
your last, court of resort. With 
the price and quality of your 
goods the jobber should have 
nothing todo. He does not use 
them. He simply passes them 
along. His legitimate place in 
the business world is that of a 
distributor merely. His influence 
on sales and consumption is too 
small to be considered. 

Convince the consumer and 
your problem is solved. Trade 
flows from that source through 
the dealer and jobber to you. 

Make your product known to 
the people who ought to use it. 
Give it a name and a trade-mark, 
so it, can be identified at sight. 
Communicate to the people the 
enthusiasm you feel for your 
product. Throw out your chest 
and advertise. 

The consumer is your jury, 
will hear your evidence and pass 
upon your case, and no one else 
has that right—not even you. If 
the verdict is favorable, the re- 
sponse will be generous and per- 
manent. Your trade-mark will 
be added to our vocabulary and 
will become your most valuable 
business asset. 

You will then be in a position 
to dictate terms to both the job- 
ber and dealer, who will carry 
your goods, because they have a 
demand for them, and will accept 
your conditions because this de- 
mand compels them to. 

CALKINS & HOLDEN, 
St. James Building, - - New York. 
( advertisers, is the primary 

ject of this advertisement. In- 
cidentally, you need commit 


yourself no farther than asking to have you~ 
name placed upon our mailing list. You ~ill 
then receive our monthly organ, The Boo 

and other printed matter in Dine with these talks. 





Correspondence with manu- 
facturers of staples, he. hare 
larly manufacturers w 
never 
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REVIVING AN OLD REMEDY. 


An interesting instance of the 
prestige created by advertising is 
furnished in the campaign begun 
January 1 for the famous Rad- 
way’s Ready Relief. This prepara- 
tion has been on the market nearly 
sixty years, and has been adver- 
tised steadily since 1847, when it 
was introduced by two brothers, 
Dr. John and Richard George Rad- 
way. In combination with Rad- 
ways Pills and T.adway’s Blood 
Resolvent it made a great fortune 
for the founders, and upon their 
death the firm of Radway & Co., 
in the little old building at 55 Elm 
street, New York, passed to the 
second generation of the family. 
During the past quarter century a 
large appropriation was spent every 
year for newspaper advertising and 
almanacs, but the ads were by no 
means in keeping with present 
methods. The same copy was 
printed for almost a generation. 
The ads were of moderate size and 
without pictures. It is thirty years 
since the Radway remedies have 
been aggressively advertised, yet 
their prestige has continued with 
the public, and they have been on 
sale not only in every drug store 
in the United States, but in prac- 
tically every country in the world. 

On January 1 Radway & Co. 
made an advertising appropriation 
of $200,000 for the present year 
and elected A. P. Gardiner presi- 
dent of the company. Mr. Gar- 
diner is publisher of Modes and 
Fabrics, a fashion monthly largely 
distributed through dry goods 
stores, and Gardiner’s Magazine, 
a monthly of general interest. His 
election was the result of a plan he 
laid before Radway & Co. for in- 
- creasing the sales of their remedies. 

“Last year I made some very 
thorough investigations to find out 
the status of the Radway prepara- 
tions,.for I believed that remedies 
capable of a steady sale through so 
many years without aggressive ad- 
vertising were the best possible 
basis for vigorous publicity. I 
found that all drug stores carried 
Ready Relief, and that when called 
for it was handed out at once. The 
demand was certain, but not large 
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enough to kill substitution. It is 
the remedy called for once a week 
that is hurt by substitution. The 
druggist finds his business is 
simplified by selling something 
‘just as good.’ When the demand 
for a medicine has been made 
steady and large it is more profit- 
able to supply what people ask for. 
Radway & Co. were respected 
everywhere as a conservative com- 
pany. There was nothing but good 
will on the part of the retailers, 
and they welcomed the suggestion 
of a large demand being created 








for R. R. R. The reputation “of 
the remedy with the people made it 
an excellent article to exploit. One 
drug store in Boston, for example, 
carried but a single patent medi- 
cine, and that was R. R. R. 
“When the appropriation was 
made we went to work to create a 
healthy demand, and create it 
quickly. Newspaper advertising 
formed the basis of our plan. 
Large ads, ranging from quarter 
to full pages, were run in dailies, 
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and for the first time in the history 
of the company they were illus- 
trated. The merits of R. R. R. 
were set forth, with testimonials, 
and emphasis was laid on the long 
establishment of the remedy. It 
was my belief that the public knew 
R. R. R. as an old-time preparation, 
even though many had never used 
it, and we counted on this dormant 
good will to build demand. 

“Our plan goes further, however. 
In each newspaper advertisement 
are printed coupons good for six 
months’ subscription to Modes and 
Fabrics. When a reader returns 
one of these coupons to the New 
York office of Radway & Co. a card 
is forwarded which entitles her to 
the publication each month for 
that period on presentation to one 
of her local drug stores. This 
gets women into the drug store 
where the remedies are sold. 
When the coupons are returned 
from country districts where no 
retail store agency has been estab- 
lished we send the magazine by 
mail. But the number of retail 
stores in the United States makes 
such a follow-up system very com- 
plete. The plan goes further yet. 
In Modes and Fabrics we are 
printing an advertisement of R. R. 
R. with another coupon which en- 
titles the purchaser of a fifty-cent 
bottle of R. R. R. to $2 worth of 
S. & H. green trading stamps if re- 
turned to the New York office of 
Radway & Co. with the bottle 
wrapper. I notice that PRINTERS’ 
INK publishes a good many anti- 
trading stamp opinions, but this 
plan has the merit of costing the 
retailer nothing, as the stamps are 
given by the manufacturer. There 
is no question about their populari- 
ty, for they are bringing thousands 
of sales. 

“The object of this whole cam- 
paign is to connect the good im- 
pression of R. R. R. that was lying 
dormant in the popular mind with 
the bottle in the store. Consider- 
able work was necessary to secure 
the co-operation of druggists. We 
make inducements to the retailer, 
however, that insure his hearty 
support, giving him wax figures 
and material for special window 
displays, with other concessions. 


We find that the plan works best 
in cities. Agencies in the retail 
stores are more easily established 
and maintained, while the adver- 
tising proposition is resolved into 
a campaign in the daily papers 
covering that city. We reach more 
people than could be reached 
through general advertising. A 
new plan of distributing the Rad- 
way almanac has been introduced, 
too. We send it out by mail now, 
where in former years 1,500,000 
copies were shipped to retailers. 
As they were left around the 
counters with other almanacs there 
was naturally a great deal of waste. 
Uncle Sam’s distribution service 
takes them directly into the home, 
and usually into a class of homes 
we have not reached by the older 
method. Though the new way of 
advertising has been in operation 
but three months, it has greatly 
stimulated sales. Its success is, I 
am sure, largely due to the reputa- 
tion of the Radway remedies—a 
realization of results from all the 
advertising the firm has done in the 
past half-century.” 
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The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


XV. 


BEVERLY, MASS. 

Beverly is a city of about 16,000 peo- 
ple, two miles north of Salem and eight- 
een miles north of Boston. The pro- 
duction of shoe machinery is the chief 
industry, but there is a flourishing gen- 
eral commerce, and leather and shoes 
are made on an extensive scale. The 
Evening Times is the only daily paper. 

The Sseveciy News Company appears 
to be the principal newsstand in the city. 
I was told there that the Salem News 
sells better in Beverly than the Beverly 
Times. A newsboy said just the oppo- 
site, and attributed the present large sale 
of the Times to a World’s Fair a 
contest in that paper.. A druggist state 
that the Times has a very good circula- 
tion indeed. ; _ 

The largest advertisers in the Times 
are Salem and Lynn people. But they 
must consider it a good inducement, for 
they use its space liberally. Several 
smaller advertisers were seen, and all 
seemed to believe I would do well to 
use the Times if I had advertising to 

lace, especially if I used the Salem 

ews also. . 

Mr. Vittum, the publisher of the 
Times, was out of the city when I was 
in Beverly. The bookkeeper, a young 
lady, was in charge of the publication 
office. I stated my errand, and told her 
I had decided that the Times is not 


receiving its just dues when Rowell’s 
Directory gives it a “JKL” rating. I 


told her the meaning of the rating, and 
in return she told me that the Times 
circulation is over 4,000 at present. 
“Why!” she exclaimed, “it was 3,600 
when I came here, several years ago.’ 
She stated that in addition to the local 
sales the Times is well distributed in 
the surrounding towns. While I hardly 
think that the publisher would attempt 
to prove 4,000, he is undoubtedly en- 
titled to a higher rating than “ KL,” 
—possibly “H,” meaning over 2,250. 
The Times is an eight-page paper, rather 
attractive in appearance, and sells for 
one cent. It evidently sells fairly well 
in Beverly. 


GLOUCESTER, MASS. 

Away down on Cape Ann is the city 
of Gloucester, famous as the foremost 
fishing port in the country. The last 
census figures credit Gloucester with a 
population of 26,121, and there are as 
many more on the Cape who are de- 

ndent upon the Gloucester fisheries 
ioe a livelihood. There is a large popu- 
lation, for instance, engaged in_ shi 
building for Gloucester, and Le Page’s 
fish glue is made in the neighborhood. 
The granite irdustry, also, is a flourish- 
ing business. The city is located on the 
Boston and Maine Railroad, 32 miles 
northeast of Boston, and 15 miles from 
Salem. The daily papers are the Times 
and the Cape Ann News, both after- 
noon papers the first edition of which 
are on the streets about one o’clock. 
Locally, the early editions have a street 
sale only, and regular subscribers re- 
ceive the later editions. The one 
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o’clock edition is sent to out-of-town 


readers, 


The Times was clearly in the lead in 
Gloucester until the spring of 1903, 
when a new management took charge of 
the News, and put the paper on its 
feet. 

There is no very decided opinion in 
the city in regard to the relative merits 
of the two papers. In the Hotel Bel- 
mont the clerk thought the Times had 
a little better circulation, but he wasn’t 
sure. At the largest drug store in 
Gloucester I was told that the circula- 
tion at present is equally good. A _bar- 
ber said that he didn’t believe either 
paper had much of a lead. He sub- 
scribed to the early edition of one 
and the later edition of the other. Frank 
M. Shurtleff, newsdealer, said it was a 
matter of opinion, He didn’t know. At 
Proctor Brothers’ newsstand the clerk 
seemed positive that the Times is the 
leading paper, but I didn’t let this in- 
fluence me, for later I found that Proc 
tor Brothers are proprietors of the 
Times. 

The Naumkeag Clothing Company 
formerly used the Times alone, but now 
their advertisement may be seen in 
either paper, and they can’t tell which 
is better. 

The largest store in town, apparently, 
is Butman & French, department store. 
Mr French is the advertiser, but he de- 
clined to state his preference although he 
said he had one. His relations with both 
papers are friendly, and he doesn’t want 
to injure either. He believes the pro- 
prietor of both papers are perfectly hon- 
orable and can prove any circulation 
= may claim. 

t another department store I was 
told that both the News and the Times 
are useful, although the former is 
tought to have a little the best of it. 

r. Francis Proctor, treasurer and 
manager of the Times, believes that 
there is room for but one good paper 
in Gloucester, and naturally he thinks 
the Times is that one. The circulation 
statement furnished the American News- 
paper Directory shows an average of 
6,580 for every pubdiication day of 1903. 
Mr. Proctor says there has not been 
any change to speak of since then. He 
didn’t offer to verify the figures, but 
I don’t think they have ever been ques- 
tioned. I imagine, however, that the 
1904 figures will show a a decrease, 
due to competition from the News. 

The new management at the News is 
still striving to increase its circulation. 
Last year the average was 4,804, but 
at present about 6,500 copies are print- 
ed daily. Three circulation schemes 
have been tried during thé past year, 
and another is in the incubator. The 
first was a book premium, the second a 
combination with a popular magazine, 
and the third was the popular-person- 
World’s-Fair scheme. One of these— 
the World’s Fair idea, I believe it was— 
brought in 1,500 new subscriptions, paid 
a year in advance. At the News office 
they have an eye on 10,000 circulation. 
I don’t see how they can reach this goal, 
however, with the Times in the field. 

The majority of the readers of both 
the Times and the News are fishermen 
and their families. These people are 
liberal buyers, in a way, and spend 
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about all they earn. In the summer 
there are a number of summer residents 
who read either the Times or the News. 

At the office of the Times I was told 
that that paper is the authority of the 
country on fishing matters, and at the 
News office they believed the News is 
the authority. On account of a longer 
experience in being an authority I give 
the palm to the Times. Also, if I were 
to use one paper in Gloucester for ad- 
vertising it would the Times. But 
the News is liable to take precedence 
in the near future, if it can stand the 
pace. The pace is a wearing one, as 
the manager says everybody on the pa- 
per is working sixteen hours a day or 
$0. 

Boston papers don’t cut much of a 
figure in Gloucester. The Globe leads, 
and the Post and American come next. 


LAWRENCE, MASS. 

Next to New York, Lawrence is said 
to be the most cosmopolitan city in the 
United States. Apparently every nation 
of the globe which has ever sent its 
sons to America has its representatives 
in Lawrence. Numbered among the 
seventy thousand odd peovle who go to 
make its population are ten thousand 
French, ten thousand Germans, twenty 
thousand Irish, and numerous Poles, 
Italians, Armenians and kindred races. 
The city is pre-eminently a manufactur- 
ing city. Situated on the Merrimac 
River, which furnishes abundant water- 
power, the entire energy of the inhabi- 
tants is given over to the manufacture 
of woolen and cotton goods. The near- 
est large city is Boston, 26 miles south. 

As regards newspapers, Lawrence is 
in an unenviable position. There are 
two morning and three afternoon dailies 
published, and none of them are as 
strong as they should be. On account 
of the large ignorant foreign element, 
there is room for about two up-to-date 
papers. The five that are published, in 
order of circulation, are the Telegram, 
evening; Sun, morning; Tribune, even- 
ing; American, evenfng; and _Eagle, 
morning. The Telegram is easily the 
best proposition in Lawrence for adver- 
tising. Among the working people the 
Sun makes a claim for popularity. The 
Tribune reaches the democrats, but has 
not the field to itself, by any means. In 
years past the American was the most 
influential paper in Lawrence on account 
of able editorial writers, but it has fall- 
en from this position. The Eagle—well 
I don’t know who reads the Eagle. All 
the papers sell for $3 a year, one cent, 
a copy. The Sun has a Sunday edition, 
and there are three or four other Sun- 
day papers, but about everyone whom I 
talked to thinks the Sun is the only 
Sunday paper for an advertiser to con- 
sider. The transactions of some of 
them would not bear the light of oo, 

In a hotel of Lawrence, I was told 
that the Telegram’s circulation is prob- 
ably about equal to that of the Eagle 
and Tribune combined, which are pub- 
lished by the same company, or to that 
of the American and Sun combined, 
which are likewise issued from one 
office. The newsdealer in the post- 
office block, also, was undecided which 
of the three combinations he would pre- 
fer.. A policeman advised me to adver- 
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tise in the Telegram to reach the upper 
classes, and the Sun to reach the factory 
workers, From all of my questioning 
persons on the street the most I learned 
was that the Telegram has first place. 
Regarding the remaining papers opinion 
was much divided. 

he Lawrence One-Price Clothing 
Company’s advertisement appears in the 
Sun and American only. The proprie- 
tor said he didn’t desire any further 
advertising. 

Another clothier who was advertising 
suits for $8.88 used the Sun only. 
piano house believed the Telegram and 
Tribune to be best. A dry-goods mer- 
chant believed that the American 
reaches some people of the conservative 
type who don’t see any other paper, 
but for general advertising he gave the 
Telegram the palm. In a department 
store I was told that they distributed 
their patronage pretty evenly among 
the three publishers, working on the 
theory that all advertising will bring 
some returns. 

In a large department store, the 
largest in Lawrence, I believe, I had 
the most helpful interview of the day. 
The advertiser asserted that he believes 
Lawrence gives the poorest results from 
newspaper advertising of any town in 
the land. On the day I was in the city 
he was preparing for a special sale to 
begin the following day. To get the 
sale before the public 1,500 large hand- 
bills had been printed and distributed, 
because no newspaper, nor all the papers 
in the city combined, would give the 
sale the publicity desired. The firm 
was using trading-stamps, because their 
competitors did so, and these proved 
better drawing cards than a legitimate 
sale. The Telegram is considered the 
best medium, and the Tribune is placed 
next. The morning papers, this adver- 
tiser said, are not worth considering. 

At the Telegram office I saw Mr. John 

-. Cole, the proprietor, and Mr. 
Richardson, managing editor. No cir- 
culation statement from the office for 
the year 1903 was sent to the editor 
of the American Newspaper Directory, 
and a “G” rating was accorded the 
Telegram, meaning over 4,000. “F,” 
the next higher, means over 7,500, and 
is not claimed by the publishers. At 
present, I was told, the average is about 
7,300. The Telegram has a good plant, 
and it is a pity it has so many com- 
petitors. Mr. Cole has become rather 
disgusted with newspaper directories, 
though he acknowledges fhat Rowell’s 
Directory is the best in the field. He 
didn’t send in a circulation statement 
last year because, he stated, it might 
have been met by a higher one from a 
competitor, which he knows would have 
been false. 

The publishers of the Eagle and 
Tribune sent in a statement for 1903, 
but it was lacking in detail and was 
not given a place in this year’s Ameri- 
can 
is given an “I” 
1,000. 


ewspaper Directory. Each paper 
rating, meaning over 
In the case of the Eagle this is 
exceedingly liberal, and I hardly think 
the Tribune can deserve a higher rating, 
though Mr. Hildreth was not in the 


office to enlighten me on the point. The 
man in the office told me that Mr. 
Hildreth is rather “conservative” about 





the aes ah Oe ga AE 


14 PRINTERS’ INK. 


iving out circulation figures. On the 

rst page of the Tribune, by the way, 
“Largest circulation in the city” is 
printed. 

Two calls at the American-Sun estab- 
lishment were fruitless, as nobody was 
in to talk circulation. The Sun, also, 
claims the largest circulation in Law- 
rence. From what I learned in the city, 
I believe it is entitled to an “H” rat- 
ing, meaning 2,250 or more copies print- 
ed on an average. ‘“H,”’ which is ac- 
corded the American in the 1904 Direc- 
tory is liberal enough. Of course, either 
the rating of the American or that ot 
the Sun in the greg! is erroneous, 
as the publishers state the Sun’s circu- 
lation is larger, while the Directory 
gives the American a better rating. 

Boston papers are not very strong in 
Lawrence. he Globe leads in sales, I 
believe, and the Herald is next, followed 
by the Post. A limited number of Wor- 
cester Telegrams come to town. 

I should want to think twice before 
I entered the advertising field in Law- 
rence, and if I decided to try it, the 
Telegram would be chosen. The Trib- 
une would be second choice. 


LOWELL, MASS. 

When the last federal census was 
taken the city of Lowell had a popula- 
tion of 94,969, and local estimates give 
the place at present over 100,000 people. 
There are no very large villages near 
Lowell, and the circulatton of its dailies 
is local, almost entirely. Boston is less 
than twenty-five miles to the southeast 
of Lowell, which is located on two rail- 
road systems, the Boston and Maine, 
and the New York, New Haven and 
Hartford. The industries are the manu- 
facture of cotton and woolen goods, 
hosiery, machinery and shoes. Five 
daily papers are issued; the Sun, even- 
ing; Pikisen, morning; L’Etoile, even- 
ing; Mail, morning; and fourier, 
evening. The Citizen and Courier are 
under one management. There is also 
a Sunday paper, the Telegram, which is 
dredenel in connection with the Bos- 
ton Post. The Telegram has an “F” 
rating this year in the American News- 
aper Directory meaning over 7,500 
but from what I gathered in Lowell t 
judge that the circulation is but little 
over that figure. 

There is not the least shadow of doubt 
in Lowell that the Sun is the leader 
among the evening papers. It is omni- 
resent on the streets, though the pub- 
ishers assert that the street sales get 
into the homes. A policeman told me 
that the Citizen is the leader in the 
morning, and a newsdealer verified this 
assertion. A barber considered the 
Mail second-best, following the Sun. 
At Dow’s Cut Rate Drug Store a clerk 
believed the Citizen the most influential 
aper in town, not excepting the Sun. 
e called at another barber-shop, and my 
query about papers excited a warm dis- 
cussion. One barber insisted that the 
Sun is the leading paper. “It reaches 
the masses,” he said. A fellow work- 
man spoke quite lightly of the Sun, and 
said the Citizen is the paper which 
carries weight. 

Advertisers are pretty well agreed 
that the Sun and Citizen bring the hest 
returns in Lowell. Some of them add 


that L’Etoile is needed to reach the 
French population, which may number 
20,000. Others think that the Sun goes 
among the French in sufficient numbers, 
and they have not used L’Etoile lately. 
Mr. Reidy at the Sun office told me the 
circulation of his paper in the French 
quarters increased 60 per cent last 
ear, but that doesn’t signify much, as 

e didn’t give the figures. 

One advertiser’s opinion—and_ I think 
he is the largest advertiser in Lowell— 
may be taken as representative of the 
majority interviewed. He believes there 
are but two papers in the city for ad- 
vertising—the Sun and the Citizen. Of 
these he prefers the Citizen, because it 
brings a better class of trade. He has 
tested the papers by means of coupons, 
and the Sun won; but he says the 
Citizen's readers are not those whom 
coupons attract. And he considers that 
the Sun will do for the French people, 
as a number of them brought in Sun 
coupons. 

The manager of the Citizen stated 
that no circulation statement was fur- 
nished to Rowell’s Directory last year 
for two reasons: first, because he had 
neglected to prepare it, and second be- 
cause he doesn’t believe some of the cir- 
culation statements that have appeared 
in the Directory. But before I left he 
said that one would probably be forth- 
coming for the next edition of the Di- 
rectory. The rating given the Citizen, 
“F,” (an average of 7,500 or more) is 
not high enough, according to what was 
told me. An average of 14,000 is claim- 
ed, and reports of the pressman were 
offered to back up the figures, but noth- 
ing else. The Courier’s rating, “I,” 
(over 1,000 copies), is all that can be 
proved, I am positive. Foreign adver- 
tising is accepted for the two papers in 
combination, 

Two calls at the Mail office were 
fruitléss, as the manager was not in. 
No satisfactory statement of circulation 
has been received from the Mail since 
1895 by the American Newspaper Di- 
rectory, when the publisher asserted it 
was not less than 4,300. If it is as 
high as that now I should be very much 
surprised. 

_ The proprietor of L’Etoile stated that 
his circulation now would average over 
4.000 daily—didn’t know the exact cir- 
culation. I don’t think any exact rec- 
ord is kept. If this circulation can be 
proved, L’Etoile is entitled to a ‘“‘G” 
rating rather than the “H” which it 
receives. The owner doesn’t believe it 
would aid him materially to send in a 
detailed statement, as he doesn’t get 
much foreign advertising anyway. 

Mr. Martin H. Reidy, manager of 
the Sun, had a bunch of sworn state- 
menf§ of circulation, which are made 
out every month by the Sun. I didn’t 
set down any figures and they didn’t 
impress me sufficiently for me to re- 
member them. The average is some- 
where between fourteen and fifteen 
thousand, and can probably he proved 
without any trouble, as the large Hoe 
perfecting press is located in the’ base- 
ment where anyone may count the pa- 
pers from the sidewalk who so desires. 

The Boston Post and American are 
the best sellers in Lowell, although the 
latter doesn’t sell as well as the New 
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York Journal used to. The Globe is 
third, and then the Herald. 

One paper cannot be used alone in 
Lowell with satisfactory results. But 
the Citizen and the Sun will cover the 
city well enough, and L’Etotle reaches 
a limited number of people who see 
neither of the former. The Citizen is 
of a higher grade than the Sun, but the 
latter is the most popular paper in 
Lowell. 


paiscpiaeinintlies 
EXPERT OPINIONS ON THE 
MAGAZINE HABIT. 


T. Cadigan, who for many years has 
been in charge of the periodical depart- 
ment at Brentano’s, said the other day 
that in ten years’ experience he had 
never known a subscriber of the higher 
class magazines to discontinue his sub- 
scription in favor of the cheap publica- 
tions. 

“I have found that a good many such 
subscribers add one or two of the pop- 
ular-priced magazines to their lists, 
There is no doubt in my mind that the 
popular magazines—by creating a taste 
for rooting in aeigle who heretofore 
have done little or no reading at all, ex- 
cept perhaps of newspapers—have in- 
creased the circulations of all sorts of 
periodical literature. I should say that 
within the last ten years there has been 
an increase of fully 50 per cent in the 
output of periodical literature in this 
country. The increase in home publica: 
tions is augmented by the demand for 
foreign publications. There has been a 
noteworthy increase in this country in 
the demand for foreign newspapers 
alone. The one thing that American 
readers do not seem to take to kindly is 
the quarterly. True, a few such publi- 
cations have a steady patronage, but our 
people have never reached the point 
where they are willing to wait three 
menths for their information.” 

Mr. Cadigan does not think there has 
been any marked increase in the periodi- 
cal literature of the South—that is, so 
far as standard publications for general 
circulation is concerned. 

“San Francisco gives us two or three 
publications,” he said, “which are gen- 
erally read in the East. So, too, a few 
no aggetne from Boston and Chicago 

ave a general circulation. But while 
certain localities no doubt have maga- 
zines of interest to their own people, 
they have almost no circulation gener- 
ally, and cannot be classified properly 
with those publications which represent 
so strikingly the tremendous growth of 
the magazine habit.”—New York Times. 





One of the oldest jewelry stores in 
the United States is that of Austin & 
Prescott, Batavia, N. Y., which has been 
conducted as a jewelry store in the 
same place by various firms for more 
than ninety years. An article descrip- 
tive of its history and present state, re- 
cently printed in the Batavia News, has 
been made into an interesting folder. 
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A BooKteT from S. C. Sullivan, Erie, 
Pa., describing the Erie Milk Can Re- 
frigerator, is frugally printed, but seem- 
ingly effective in description and illus- 
tration. 
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FROM PORTLAND, ME. 
PorTLAND, ME., June 25, 1904. 
Editor of Printers’ INK: 

Usually the Printers’ INK articles on 
newspaper conditions have been so fair 
and complete that we were very much 
surprised at the incompleteness and posi- 
tive unfairness of the report on Port: 
land. 

The writer of your article erroneously 
conveyed the idea that a large percen- 
tage of the circulation of the Express 
is at $2 a year and Is scattered widely 
over the State,” a competitor of the 
weekly papers of the State.” 

Fact 1—Our entire mailing list is only 
1,700 copies, out of a total net circula- 
tion of over 12,000. Of these, the num- 
ber of $2 subscribers is less than 1,100 
and this special rate was made to people 
on Rural Free Delivery routes who 
could not pct the Express, an evening 
paper, until the day after publication. 

Another erroneous idea cnveyed is 
that while it is admitted that the circu- 
lation of the Express is more than the 
combined issue of both its morning con- 
temporaries, “its sale in Portland may 
not equal either of these.” 


Fact 2—About sixty per cent of the 


circulation of the Express is in the city 
of Portland. 

Fact 3—If we include the nearby sub- 
urbs, the circulation of the Express is 
about seventy-five per cent, in what may 
be termed “Greater Portland.” 

Fact 4—About eighty per cent of the 
circulation of the Express is delivered 
by carrier or by mail, or, sold by dealers 
or boys within a radius of twenty-five 
miles of Portland. 

It is therefore certain that the sales 
of the Express in Portiand more than 
“equal” the entire circulation of either 


of its morning contemporaries. And 


since it is usually the case that morning 

per circulations are scattered over 
roader territory than evening circu- 
lations, it is fair to presume that the 
circulation of the Express in Portland 
is larger than the circulation of both the 
morning papers combined. 

The third erroneous idea conveyed is 
the statement that the Express is “a 
Temperance paper.” It publishes the 
best telegraph, the best sporting, the 
best financial, and the best local news of 
any paper in Portland, in our opinion, 
and, judging from its patronage, this 
is the opinion of a majority of the 
newspaper readers of Portland and vicin- 


We trust we may be pardoned if we 


object to the statement that any other 
aper is the leading Republican paper of 
ortland. If the position of “leading 
paper” is to be determined by the one 
that has been uniformly successful in 
its advocacy of men and measures, 
whenever there have been differences 
between Republican party factions, we 
trust we may be pardoned if we assert, 
with pride, that the Express is Port- 
land’s leading Republican paper. 

So much for the unfairness of the 
report. Now as to its incompleteness. 
In your reports on most other cities we 
note that the opinions of merchants have 
been given as to the comparative value 
of papers. In the Portland report, no 
mention is made of any merchant. In 
most other cities, the newspaper offices 
have been visited and the respective pub- 


rn 


lishers have been given the opportunity 
of stating circulation facts. Teas re} 
resentative certainly did not visit our 
office or, if he did, did not make him- 
self or his mission known. 

Now we should be pleased to have 
any representative of Printers’ INK, of 
of the American Newspaper Directory, 
or of the Association of American Ad 
vertisers call and we will give them free 
access to all necessary books, papers, 
bills, etc., for the purpose of verifying 
the statements of the Express. 

We will mention that the circulation 
statements of the Express as given reg- 
ularly for some years in the American’ 
Newspaper Directory are the net figures, 
atter deducting all returned copies, 
office files, spoils, ete. 

In view of the wide circulation of 
the PriInTERS’ INK reports we feel that 
you should give Pe publicity to this 
correction. Very truly yours, 

EVENING ExPREss Pus. Co., 
Wm. H. Dow, Treas. and Business Mgr. 
a 


OUGHT TOSATISFY ANYONE. 


In the May number of 7he Ladies’ Home 
Journal, we published, in the article entitled 
‘The ‘ Patent-Medicine’ Curse,” an analysis 
of ‘Doctor Pierce’s Favorite Prescription,” 
in which that preparation was represented as 
containing, among other ingredients, tincture 
of digitalis, tincture of opium, and alcohol. 
Immediately upon publication of the number 
a suit for —— was instituted by The R. V. 
Pierce Medical Company, of Buffalo, New 


York, proprietors of the we et me in ques- 
i 


tion, against The Curtis Publishing Company, 
based upon the claim that none of the three in- 
gredients was contained in the medicine. 


Upon the filing of the suit, we, of course, 
immediately looked into the published analy- 
sis. It appears that this particular analysis 
had been made, if made at all, fully twenty- 
five years ago. We, thereupon, employed 
three leading chemists in different cities to 
make an analysis of the preparation from 
bottles bought in the open market. These 
analyses, one and all, now show to us conclu- 
sively that not a singie one of the ingredients 
mentioned by us in the analysis quoted— 
that is, either digitalis, opium or alcohol— 
was contained in the bottles analyzed. We 
then—the president of this comeen and the 
writer—personally visited The R. V. Pierce 
Medical Co., of Buffalo, and were there con- 
vinced that the officers of the company were 
absolutely truthful in theirclaim that not one 
of these‘injurious ingredients was containedin 
“Doctor Pierce’s Favorite Prescription,” 
Naturally, since the analysis we printed has 
been proved erroneous, the deductions made 
in connection with this prepara:‘on were un- 
warranted and unfounded. 

Under these circumstancesit is now perfectly 
plain to us that this magazine was unintention- 
ally, but nevertheless absolutely misled in 
making the original statement, and we hereby 
of our own volition, make this unqualifie 
acknowledgment of our mistake to The R. V. 
Pierce Medical Company. 

The mistake was honestly made, but it was 
amistake.— Ladies’ Home Fournal for 
Fuly, 1904. 

The last sentence in the above re- 
traction is honorable and manly. No- 
body doubts it. When a mistake is 
openly admitted it shows good will 


and courage alike. 
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No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


pe ge ge under this 








ted_from publishers who, 


t accord- 

ing to 1904 issue of the American News aper Direct have submitted 

that edition of the Directory a detailed Sn ee signed and a dated. 0 
These are generally regarded the | ra who believe that an advertiser has a right 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above, cost 20 cen r 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 


advance. Weekly, monthly or ‘quarterly corrections to date showi 
can be made, provided x. e Few or sends a statement in d 
on. 


dated, covering the addi 
paper Directory. 


ALABAMA. 

Aantaton, Evening Star. Daily aver. vf 1903, 
1,551. Republic, weekly aver. 1903, 2,21 

Birmingham, Ledger. dy. Average for 1903, 
16,670. E. Katz., Seeciat Agent, N. Y. J 

ARIZONA. 

Biabee, Review, daily. W. B. Kelley, pub. 
In 1902 nd issue lees than 1,250. In’/003 no 
issue less than 1. 750. 

Phoenix, Republican. Daily average fort 1903. 
6,088. Chas. T. Logan Special Agency, 


ARKANSAS. 
Fort Smith, Times, -. In 1902 no issue Iss 
than 1,000. Actual ooxmge Sor August, 
September, October, 1903, 8,109. 
Little Reck, Arkansas Methodist. Go aaa 
burgh, pub. Actual ul average 1903, 10,0 


Little Reck: Baptist Adv Advance, wy. ‘ual 
average 1903, 4,550, Sour months 1904, ‘a,220. 


CALIFORNIA. 
Fresi o> Morning: mepeblicon, » daily. Aver, 1903, 
5,160, March. 6,250. atz, Sp. Ag., N. Y. 
Oakland, Signs of the Times. Actual weekly 
average for 1903, 82,842. 


Redlands, Facts, zfally. 
1903, 1, me ye week 


fort 1908, 2, rats 3 Wi . H. Porterfield, a 
San Franelaco, Call ay at d’y and 8’y. Soren 
els. Aver. for 1902, d’y 60,885, S’y tH, 5 ne). 
Av. 1903, daily 61,084; Sunday 82 4 
San Jone. Evening Herald, Herald, daily. eons Herald 
Co. Average for year end. Aug., 1902, 8,597. 
San Jose, Morning Mercu Mercury 
Publishing Co. Average for for 5 e Ned 
San Jose, Pacific Tree and Vine, mo. 
Rohannan, Actual average, 1903, 6.18%. 
three months, 1904, 8,166. 


COLORADO. 

lishing Go: Average for 1905, 88. T 98. gy 

for June, 194, 42.69. Gain, 8,716. 

t2” The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


OCONNECTIOUT. 


i Tim 1903, 
16.b0B verry y Lukens, J. N. Aor” 


Meriden, Morning ——s and Republican. 
Daily average for 1903, 08, 7,582. 


Daily average for 


Sun. Dail; iy average 


Virsi 


w Haven, Evening ening Register. daily. Actual | last 


av. I for 1903, 18,571; Sunday, 11,292, 


G.| 20.104. 





increase of circulation 
properly signed and 


l, 
period, in accordance with the rules of the American News- 


New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 


New Haven, Palladium, dail Average for 
1903, 7,625. E. Katz, Special A Gent.N. ¥. 
New Haven, Union. Av. / 1903, Lap had) Irst 3 
mos. 1904, 15,942. EH. Katz, Special Agent, N. Y. 
New London, Day, ev’g. Aver. 1903, wanting 
Gator over 1902, 415% 3 mos. 1904, &, 642. 
Norwich. Bulletin, morning. Average for 1903, 
4,988; first three months 1904, 5,178. 
Seymour, Record, weekly. weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. ‘g 


Waserburz. Re ublican. Daily rr 
5,846. La Coste & Maxwell. Spec. Y gts. 


DELAWARE. 
Wilmington, Every Evening. Average guar- 
anteed ctreulation or 1903, 10,784. er 


Wilmington, Morning News. daily. News Pub- 
lishing Co., publishers. , Av. for 1903, 9,988. 


DISTRICT OF COLUMBIA. 


Washington, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1908, 8 (088 (Oo ©). 
National Tribune, weekly. a-- for 1902, 
04,599. First six mos. 1903, _ er 

Smith & Thompson, Rep., N. .. NV. Y. & Chicago. 


pearson egeerl 
fackeonv pte. Metropolis, dai 
8,898. EH. Katz, Special Agent, 
Tampa, Morning Tribune. dai! 
bune Pub. Co. Average for 1903, 


GEORGIA. 


Atlanta, Journal,dy. Av. 1903, 88,928 June, 
1904, 44,051. Semi-weekly 89, 981. 


Atlanta, News. Actual “Actual daily average, 
Average April, 1901 1904, 26,547. 

Atlanta, Southern Culti: My yy acto 
semi-mo. Actual average for 80 ys 
age first six months 1904, 50,666. 


Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640, 


IDAHO. 
pone ag ge News, “7 and dtp Cay ; 
Seely vy 


z 
Bats ” mene ‘dy. 18 ODR soy wy. 8,729. 


ILLINOIS. 

Cairo, Citizen. Daily average 1903 
Wy, 1,110. April, 1904, daily, 1 

yo oe 

ham paign, News. In 1902 no issue less than 
1, {oo daily and 8,400 ae (163). First, 
mos. 1904, no day’s issue of daily less than 2,600. 

Chieago, Ad Sense, monthly. The Sense 
Co., pubs. Actual average fo for 1902, 6,08: 

Chiea: » Alkalofdal Clint Cy monthly. as w. 
C. Abbott,’ pub.; 8. tt Clough, adv. ’ 
Guaranteed ah pF 000. Aver. 

twelve months, 25,250. 
one-fourth of the American 


Aver. 1903, 
lew York. 


Tampa Tri- 
.610. ~ 


1908, 


83 week- 
tite weekly, 





ROE, 


Sos D8 


eS ee ee eee Nee ee 
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@hicago, American Bee Journal, weekly. 
Actual average for 1902, 7.485. 
Chieage, Bakers’ Helper, monthly. H. R. 
Ulissold. Average for 1903, 4,175 (OO). 
Chicago, Breeders Gazette, nook farm,week- 
ly. Sanders Pub. Co. Actual average for i903 
67,880, 20 weeks ending Ma: May 18, 7004, 69,162. 
Chie Dental Digest, mo. PD. H. Crouse, 
pub, A ual average Sor 1903, 7,000. 
Chieago, Grain Dealers Journal, s.mo. Grain 
Dealers ‘company. Av. for 1903, 4,854 ( (0). 
Chicago. Gregg Writer, monthly. Shorthand 
ar Typewriting. Actual average 1903, 11, mar 
Chieago, Home oe ey mo. T.G. M 
eo av. 1903, 22,500. Last 3 mos, 1903, SLooo. 
nal Amer. Med. Assoc. Wy. av. 
1903, a oe 8 First six months 1904, 81,156. 
Masonic Voice-Review, mo. Avers for 1902, 
26,041. For six months 1903, 26,16 


Chieago, Monumental News. mo. RJ. Haight, 
pub. Av. for year end. July, 1902, 2,966. 
Ohieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 
Chie . National Harness Review, mo. Av. 
for 1902, 291. First 8 mos, 1903, 6,250. 
Park and Cemetery and Landscape Gardening, 
mo. a for cn: ending July, 1902, 2,041. 
Herald. Average for 1903, 
ans eta” Sunday 191, 191,817. 
Chicago, Retailer’s gguenel, monthly. Act- 
ual average for 1903, 6,785. 
ae The Operative Mi Miller, monthly. <Act- 
ual average for 1903, 5.542. “A 


Evanston, Correct English: How to Use It, mo. 
Actual aver. year ending March, 1904, 10,000. 
Kewanee, Star-Couri or. Average for one 
daily 8,088, weekly 1.414. Average 
anteed circulation daily for « for Jan’y, 1904, 08, B.A o. 


Peorta, Star, anny ana Sander, poe, 


Actual sworn avera; 
Roekford, Register-Gazette. Dy. av. for 1993, 
5,226, s.-wy. 6,416. Shannon, 150 Nassau. 


Roekford, Republic, daily. Actuat average 
Sor 1903,6,540. La Uoste & Maxwell, N.Y. 


INDIANA. 


Evaneville, Courier, daily and 8. Courier Co., 
pub. Act. av. 02,11,218 (244). Sworn av. 03, 12,- 
618. Smith & Thompson, Sp. Rep.,N.Y.& Chicago. 

Evanaville, Journal-News. Av. for 1903. 7y 
18,852, S’'y 14,120. £E. Katz, Sp. Agt., N.Y. 

Soke. Cooking Club, monthly. A Sor 

26.878. <A persistent iam. ao house 
cin heapeanry issue for daily reference. 

indiguapelio News. dy. Aver. net sales in 1903, 
69,885, April, 1904, 80, 68. 


Lafayette, Morning Journal, daily. Sworn 

average 1903,4,002; June, 1904, 4, 492. 

Marion, Leader, daily. W.B. Westlake, pub. 
Actual aver. for 6 mos. end. June 30, ’04, &, 741. 

Munele, Star, d’y and §’y. Star Pup.Co. Aver. 
Sor 1903, Py 25,886, S’y 19,250. 

Notre Dame. The Ave Maria, Catholic o weekly 
magazine. Actual average for 193, 24,082. 

Prineeton, Clarion-News, —_.. one Pub- 

lishing Co. Average for 1902, 1,3: 

Richmond, Evening Item. Sworn dy.av. for 
1908, 8.552. Same for Dec., 1903.8,742. 

Riehmond, Sun-Telegram. Sworn av. 1903, dy. 
8,811. For Feb., 1904, 3.944, 

South Bend. Tribune. Sworn daily average 
4203,5,718. Swornav. for May, 6,579, 


1903, 22,19 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, caily and weekly, 
Average for 1903, dy., 1,951; wy., 8,872. 


IOWA. 


Bastin on, Gazette, dy. Thos. Sievers, pub, 
Average for 1903, 5,864, Jan., 1904, 6,050. 


Davenport Times. Daily aver. 1903, 8,055, 
8. wy. 1,660. Daily aver. ‘March 1904, 9 vom 9 Cir. 
guar. more ae double uble of a1 any Daven daily. 


Decorah, Deoorais Foaenitorweniany Sworn 
av. cir’n, 1903, 89,681. Mare March, 1904, 40,856. 


Des Moines, Capital, daily. daily. Lafayette Youn 
publisher. Actual aver ‘or 1903, 81,898. 
Average for May, 1904, 85, 
City circulati ion the’ largest of any Des Moines 
ying ad aie od othe depart 
newsyaper carrying adt ing 0; rt- 
ment stores. Carries largest amount of local 
advertising. 


Dea Motass, News, daily. daily. Actual average for 
1903, 45,876. 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for 1902, 6,095. 


Dea Moines, Wallace’s Farmer, wy. Est. 1879. 
Actual average for 1903, 88,769. 


Mpscatine. Journal. Daily av. 1903 4,549. 
cemi-weekly 2,708, first four months 5,16 


Ottumwa, Courier. Daily average for March 
and April. 1904, 5,021. weekly average for 
March aud April, 1904, 2,704. 


Sioux City, Journal. Dy. av. for, 1903 (sworn) 
19,492, dai iy av. hn = tg and Mar., 1904 
20,8 Records a . More readers in 
its "jeld than of all “ae daily papers combined. 


KANSAS. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land, Average for 1903, 1903, 260.0 096. “ 


Mutchinson. News. Daily Daily 1903, S.t66, weekly, 
2, . 12. E. Katz, Agent, New York. 


opel a, Western School 7 eae educational 
andl ly. Average for 1903, 8,125. 
KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 3,828, Sy. 4.092, 
ist q’t’r ’04, dy. 8,928, Sy. 5,448. E. ‘atz, agt. 


ol grt. Evening Post, dy. Evening Post 
.» Pubs, Actual arevage for 1903, 26,964. 


pt, Sun. ony, Average, 1903, 2,181; 


Sor May, 1904,2,.918, 


ee 
New Orleans, Item = olm: 
peptiees Average rm “ate meiN tS 
‘eb., 20,512; ‘oe, ter 


New Orleans. News. _ av. 1903, 17,528 
Sunday, 17,68%. E. Katz, Special = spn N.Y. 


New Orleana, The Southern Buck, jal 
organof Elkdom ‘in La. and Miss. Av, ’03, ae 780. 
qpecag 


Auguata, Comfort, mo. H. Gannett, pub. 
Actual average for 1903, 1 "205,990 


Bangor, Commercial. Average for 1903, daily 
8,218, weekly 29,006, - 


Dover, Piscataquis Observer. Actual weekly 
average 1903, 1,904, 


Lewiaton. Evening Journal, daily. Aver. for 
1903, 6,814 (© @), weekly 15, 482 (©). 


Ph oy Woods and Woodsman,weekly. 
. W. Brackett Co. Average for 1903, 8,041. 


"ia land. Evening Express. Arerage for 1903, 





daily 11,740, Sunday Telegram 8,090. 
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MARYLAND. 


Baltimore, News, i Evening News Pub- 


lishing Co, Average 1903, 44,582. For June, i 


1904, 5%, 705. 


MASSACHUSETTS. 
Boston, Globe. Average for 1903, daily, 195,- 
bod, Sunday, 297,82 rere. 
Largest circulation in New England. 
Adi go in morning and afternoon 
editions for one price, 

Bosten, New England ngiand Ma ne monthly- 
America veo., pabs. Average | , 21,580. 

Boston, Pilot, every ery Saturday. Roman Catho- 
lic, Jas. Jeffrey Roche, editor. (©@) 

Beaten, Post, dy. Aver ‘or 1903, 178,808. 
Av. for april, 1908. dy. 218,1 stb, Sy. 177,050. 
Largest p.m. or a. m, sale in } sale in New gi viand. 

Boston, Traveler. Kst Ket. 18%. Actual daily av. 
19,” ote ian In 1008, 24.666.” For 1901, t0 

fadaiiy average, 82.794. 
geet eventing circulation ° New England. 
Reps.: Smith Thompson, N. . ¥Y. and Chicago. 
Eaat Forth Geta. Record of Christian Wort, 


mo. $1. r "g Dec. 34, 1903, Neb 250. 
A high-chnen iaomtemne for use ONLY by high-class 


advertisers, Page rate $22.40 flat, oleh. 
Srensachony < pe Ann News. roy! om” 
o ng February 15, 1904 
vofioghesn ams Moi, 6.241 241;9 June, 1904, 62525. 
Nort! Transcript, even. Daily net 
1903, eet De y av. ww. printed June, 1904, SBs8. 


Sovtngiclé, Good Housel Bousehesping, mo. Aver- 
age for 1903, 185,992. First six —- 1904, 
161.166. All advertisements guaran’ 


Springfield, Re ablican. Av, 1903, dy. 18,548 
(OO), Sun. 15,270 (OO). wy. 4,086. 


per agecnan. Evening a oy Worcester 
‘ost Co. Average for 1903, 1 


" Wereester, Ay Maton om ue, daily (@@). 
At y French paper 
Unit ‘unten Paty <s Bene 
MICHIGAN. 


Adrian. Telegram, D. W. Grandon. Av. for 

_ _— ‘Aver. ‘ah imon. 0 rar a 
Press. Ave Average for 1903, daily 

ansin iy abd 58.845. 

Grand Rapida, Evening Press, @ Average 
1908, 8%, Loo 40,000 000 guar. daily ¥ for 1904. 

Grand Pe cyt Herald. . Average daily issue 
Sor 1903, 2 

Jackson, Citizen, , daily. omer, O'Donnell, 
pub. Actual average for i008 4 419 (466). ‘Av- 
erage ve ee six months 1903, 4,828. 

Jae and Patriot. Actual daily 
aver, = 1908, eae Av. June, 1904, 6,628. 


Kalamazoo, Evening Telegraph. Last six 
months 1905, dy. 8,888. 6.20. 8.681. 
Kalamazoo, Gazette-News, 1903, aor. 8,083. 
yma - EE apes Published 4 the city. "actual | A 
o in 
Simos to Ape, o ae 
Saginaw, Courier-Herak Herald daily, Sunday. 
Average 1903, 8,288; May, 1904, 10,054. 
Saginaw. Evening News, d News, dail Average for 
1903,11,815. June, 1904, ‘daily 44, 288. 


MINNESOTA. 


wijnpennelia, Farmers’ Tribune, twice »-week. 
J. Murphy, pub. Aver. for 1903, 68,686. 


pei Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78, 854. First six 
months 1904, 79,500, 


ptingognelin, Svenska Amerikanska Posten. 
wan J, Turnblad, pub. 7/903, 49,067, 





i Hi Housekee) household 
monthly "Zatal average tan 888.26: 
i Ht Seana aol daily. prenatal Print- 
\Mtaneapolt io Sor first 6 mos. in 1904, 68,295. 


Mi oll Tribune. V w. J. M phy, b. 
"Est. 1807. 0 " lest Minn: lis = 








The ont Bi Mencapeliodaty listed 
is "that publishes tle tir. 
r- 
culation” over a ble 
pores down to date in ROLL oF 
ONOK, or elsewhere. The Trib- 
une _is the ree zed Want 
Ad Medium. ‘of Minneapolis. 
‘ A wr ha Chronicle, "6 semi-w’y. Av. Pg 
Present circulation, 2,100. ; grit 
St. Paul, Der Wanderer, with ag’l su) yee 
Farmer im Westen, wy. Av. "for 1903, 10, 
St. Paul, Dispatch, dy. Aver./903, 
Present average 57,888. ST. PAUL'S syeaD- 
ING NEWSPAPER. "Wy av aver. 1903, 78,026. 
St. Paul, Globe, daily. jaily. Globe Co., publishers. 
ctual av erage for soni, B14 81.541." 
8t. Pest. eas “daily. 2 Actual average for 
1903, 85,81 
Pa “ Pioneer-Press, Daily average for 
1903 09 84.298, Sunday 80,988. 
St. be Te + Parmer. ag of ck s.-mo. Est. 1882. 
Sub. 50c. Fay Oe . av. year - 
February, Te eel. Actual . 
St. Paul, Volkezeitung. 
dy. 11,116, wy. 28,414, 214° Sonntagsdlatt 88,408. 
Winona, blican and Herald, daily. Aver- 
age 1902. 8,202; 1903, 4,044, 
Winona, Westlicher Herold. porees 
98.529) Sonetoas Winona, 28,111; latt 
les Westens, 80,045. 


MISSISSIPPI. 
Viekabu American, dai In 1902, no issue 
less than 1,850. In 1908, 1,9 © copies. 
MISSOURI. 


Joplin, Globe, daily. Average 1209, 10,519. 
Mar’ 1904, 11, 491, E. Katz, Mate Special A, =e 


Kansas City, Journal, dy d'y and w' Average 
Sor 1903, daily 0,268, week 'y 188,725. 


Kansas Cit; pe orld, dail daily. Actual 

Sor 1903, 61,28 eg. ai higeheaal 
Springfield, 8 South, monthly. Actual 
average for 1903,2,888. 


St. Joseph, News sand Pres Press. pote ot aver. for 
1903, 80,418. Last 3 mos. 1903, 85, 


~ Louta, Medical Brief,mo. J. J. La 
..M.D.,ed.and pub. Av. for 1903, 87.950." 


“Nationa Farmer and Stock Grower, mo. ~ 42 
end. Dec., 1903, 106,625. 1902, 68,58 


ioe Star. Actual daily average for 
se. "64,878. . 7 
St. Louis, The Woman 
Women and home. jee pub 
age for 1903, 1,8 1. Actual proven one. 
age for meal 1, ROD ee "ee tome 


guaranteed & 1,5 ee 
circulation of any pabtication 


t. rgest 
my 
MONTANA. 
Anaconda, Standard. Daily average for 4 
10,809. MONTANA'S BEST NEWSPAPER, 


ne. mommy. 
Proven a 
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Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 0.549 general ci irculation. 
Butte, Inter-Mountain, eve evening. Actual sworn 
net circulation for 1903, 10,6 
circulation in State o| 


Guarantee 
Montana. Sworn 
net circulation for January, 1904, aver. 44.185. 


NEBRASKA. 


Ansley, The Nebraskan, mon 
Barks, pub. Actual average 1903, 5,0: 
Lincoln, Daily Star. Actual average for 1903, 
11,165, April, 1904, 14,485. A 
Lincoln, Deu 
ctual 


A. H. 


tsch-Amerikan Farmer, weekly. 
average for 1903, 158,525. 


Lineoln, Freie Presse, weel weekly. Actualaverage 
for 1903, 159.400. 


Lineoln, Nebraska Teacher, m 
& Crabtree, pubs. Average for 1903, &, 810. 


Lineoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. a 1,660. 
Omaha, Den Danske meer, 4 
Neble Pub. Co, Average for 1903, 0 

@maha, News, daily. ily. Actual average fee 1903, 


41,824. ~ 
NEW HAMPSHIRE. 
gnrenkte Ry Journal-Transcript, weekly. 
‘owne & Ro! Actual average 1903, 560. 


NEW JERSEY. 


Asbury Park dy. J. L. Kinmonth, pub. 
Actual average 1908, 89%. in'1%2, 8,556. 
Camden, Courier. Est. 1876. 


paus F. 


Daily Net aver. 
circulation for 6 mos. end. April, 30, 1904, 7,702. 
Camden, Post-Telegram. Actual Solu aver- 
age, 1903, 5,798 sworn. Jan.,1904, 5,889. 
Cla: Reporter, , A. wr pantie, 
pots “Aebal eurage Yor eee. 
en, Observer, + Actual average 
1908 tS. TS.088 ; 3 Sept., 1903, 22,75 
Jerse. ¥, City. I Evening Jou it Average 96 for 
4903, 19-012. merce months 1904, 20,974. 
Newark, Even Even News Pub. 
Co. 2. Sor 1903, dai 58.596. y 16,291. 
Newmarket, Advertisers’ Guide, mo._§ Stanley 
Day, publisher. Average for 1903, 
Red Bank, Register, weekly. Est. 1878. John 
H. Cook. "Actual average 1905, 8,961. 


Washington, Star,wy. Swornav. 
Every issue since Feb., 0d, more than 8, 


NEW FORK. 

age one year to April 9, 1904, 18,868. 
weg Toa Ris aoe wb 88: 
obit Aerial 


J. Conners. Aver. * for te 1968, morning yer 
evening 88,082; Sunday average 68,586. 
Buffalo, Evening N Daily 
79,408. First 3 months 11 1904, 85.949. 
Catskill, Recorder, weekly. mer oa Hall, edi 
tor. ping 8,408. Av. Ju Av. June, 1904, 8,615. 
Certla 4, Democrat, Frid: ee Est. 1840. Aver. 
1908, 2,248. Only Dem. Dem. paper tn county. 
Le Roy, Gazette. Est. 1826. seer. ss BABA. 
Larg. wy. circ. Genesee, Orleans & gy te 
ons, Republican, established 1821 
Bette editor and prop. Circulation 1903, ate. 
Mount Vernon, Daily Argus. Average 1903, 
2,959. Westchester County's leading paper. 
Newburgh, News, daily. Av. for 1903, 4,487 
1,000 more than all other Newb'gh papers 


59. 
a a 


journal Co, Aver- 


average 1903, xe 


.| Worth examination. NEw 





New York City. 
American r, my. R. M. Van Aradale 
pub. Av. 1903, StS. “Av-for 1904, 4,600, j 
American Machinist, w’y, machine construc. 
(Also European edition.) tion.) Average 1903, 20,475. 
Army & Ni Bei Journal Est, 1368. Weekly aver. 
for 1903, +> ), Present circulation (May 7) 
9,415.  P. Church, Pubs. 
seca pete og not 
Average circulation 1903, 1 
publiees Review, sponta. Ww. R. Gregory Co. 
Actual average for 4,450. 
Vieerege = pon three month tM 1903, Ato. 


monthly. Towne | you business, beca 


5 on 
QUANTITY, pen pyre ionamin. 
Benziger’s Ma ine is sold on 
scription, and who svete by teem shams 
reach a ay f desirable class ee dvertis- 
ing rates, 25 cents per agate line. 
Clippe! x kk! Queen 
- Con'Lid. Aver: for 1008, me 86.018 (Oo as 
ry Goods, monthly. > pub- 
oy. Actual a average for 1 anae 7 86 6. 


El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1! Sor 1903, 6.667. 

Electrical Review, ,, weekly. Electrical Review 
Pub. Co. Average for 1903, 6, 1903, 6,885 (@ ©). 

Elite 8 yyy nly. Purely fashion. Actual 
py ater 


ng Bowe, A aces journal of civil, 
ing and rical » 


m —--_ ?- elect 
Average circulation 1903, 12,642 (© @). 


Forward, daily Forward Association. Aver- 
age for 1903, 48,241. 


Four-Track News, pp 2 Actual av. Tae 
endi; ee a 84,167; 


Sor six months 


ng 
edition guaranteed 100,000 


Haberdasher, mo., est. 1881. ye te 
1003, 7-166. Binders’ wit and Post 0 
— distributed monthly to advert: 


ware, semi-monthly. Average ys 1902, 
8.508" (683); average for 1903, 9,681. 


Hardware Dealers’ fi 
mMncmulahnites a” CO 


ae Toilettes, fashion montnly, 5 Jaeger- 
ber, pub. Actual ai L average 1903 6,540. 
than Monthly Mogazine, New York. Average 
circulation for the 3 months, 218,684. 
Present average ci my mulation 288,278 . 


Mornin; Telegraph, dail on Daily Telegraph 
Co., pub. A Average for I 902, 28,228 3 . 


Music Trade Review, music trade and art week- 
ly. Average for 1903, 5,588. 


Newspaperdom, 

newspaper pub’g Oaand Sav! nd adv’g. 
Pe pe rene monthly. 27 I 27K. mort New York. 

lower. paneer. Number of co copies and 


first page 

free for the asking. 

(OUGHT has made 

money for its ve int to 

agencies, 25 per cent from published rates. Aver- 
age for 1903, 104, Xs So 


Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce borest. @ Ne 

Pocket a gs Railroad Offi clale, ware 
& Transp. . 1902, 17,696 ; av. 7: 

Police Phere weekly. Police retest 
Pub. Co. ‘Average for 1903, 4,914. 

Printers’ ~y" woot. 4 arent for ——- 
ers, $5.00 pe verage 
11,001. sous May 18, 1904, 28,800 sole. . 


July 


1 of 
ver. 1008, BA 89. 


tes given 
reading matter. Sample 
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railroad and engineering 
one a 8 Fulton street. fs Est, 1856. (OO). 
The Ladies’ World, Eo. d, mo.. household. Average 
net paid circulation, 1903, 48° 480.155. 


thi: 


Toledo, Medical and Surgical Reporter, mo. 

Actual average 1908, 10,088. 
Washington Court Heuse, Fayette Co. 

Record, — Actual average 1903, 1,775. 





; 6 ihe Fecpie’s 3 Home Journal Jourpal, 6 pap. ee ay 
ood  quorage r- 
culations for ar eal to Y, mee sub- 

wo . M. Lupton, isher. 
‘or 1903, Morn., 278,- 


World. Actual aver. 
sor, Evening, 857,102, Sun y, 888,650. 


Soietien, fashion, monthly monthly. Max soasshaber, 
gore verage for 1903, 61, Z 


oeheste +. Cast ann Comment, m = sen Av, 
Pp 1903, 30,000; pe — 80,186. 


Pe Oe ly. A. N. Liecty, 
avereay = 1902, o,097. wt average for 
“a 11,62 


Breuing Weraid daily. Herald Co., 
m raver. 1903, da ily 88,107, Sunday 88,496. 

Utiea, National Electrical Contractor, mo. 
Average Ba 1903, 2.T08, 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1908, 14,004, = 


Warsaw, Western New Yorker, woete. Aver- 
on Je Jr. 1903, 8,802. In county of 32,000 with 


“aun, rer. ly dy. and s.-' 
Co. .Av. 1903, daily, 1. iy A Bae ss. 


NORTH CAROLINA. 
Pp we PF sey) Carolina's aoe 
t newepa av. 3 
Sunday, GyFOts sentacechiy, 8,800, First three 
months 1904, 6,578. 


Elizabeth City, i Heel, bp ‘eneeans 
average 1903, 8, ._ Covers ten counties. 


Raleigh, Biblical Recorder edie pve ET: 
1903, 8,872. First five months 4 ,166. 


FORTH PAROTA.« 
Grand Forks, He ly. av. for 1904, 
Wi 8.060 for D 
BIOGEST D. JO dass: X. Y. Rep . 


Grand kee eee wookly 4 Av. pons 
5,451. Guar. 6,800 after March 9th, 1904. 

Wahpeton, Gazette. Average wee, 1,564. 
P Present’ circu Sirculation, 1,800 sent free, 1,500. 
‘otal, 8 


OHIO. 
Akron, Beacon Journal. A’ 208. 
nV." 53' Temple Oourt,, av. April, 1905, rate ta 
Cincinnati, iow and Server, monthly. Actual 
ove an" 1902 088. Actual a 
om Employees’ Int. 

Int. League of America, Wa WATCH US GROW. 
Cincinnati, Times-Star, dy. Cincinnati Times 
Star Pub. Co. Act. a nab, 1902, 148,018. 

Actual average for 1903, 1 


Cleveland, Plain Dealer. Dealer. 
daily i 66.445; Bands oy Meets. 
June, 1904, 648 daily; a gem re 1. 


Columb: ic. Press 
Printing Co.” Prose, daily. ter ison al av. for 1902, ‘Sa.089. 


ton, News, 
for ius 16,40T 5, 1904, 19,068. 


Laneaster, Fairfield © io, Begaiiicen In 
ust, 02, no issue less than 1,6 0 for 2 years. 
Govinn Gel. Farm - Direide, earicoltural, 


werage Sor 1903, 
825,670. first ove hs, 
Sats ot efor re ene ont 


Sprit eld, Press-Republic. Aver. 1903.9,288; 
april, bier 155. N.Y. offic Y office, 683 Temple ae 
lela, Woman’s Home Com 


fon 1873. Actual av 
werage Jor first six onthe 


Aug- 


ws Pub. Co. Average 4 





Y n, Vindicator. D’y av. ’03,11,009. 
LaCoste ee marisell, Y., Hastern Reps. 
OKLAHOMA. 


Guthrie, Oklahoma Farmer, Actual 
average 1903, 28,020. st 


Py yy Oklahoma State ( State Capi 

Aver. for 1908, daily 8 se 062, oo nccckig 7 spo. 
Year ending July y. _eesanaggy 28,119 

Oklahoma City, The Oklahoman. /903 aver 
5,816; April, ’04,7,798. E. Katz, nin Agent. i Y.’ 


OREGON. 

Astoria, Lannetar. ater 0.0.6 Resnberg. Finnish, 
weekly. “Average 1902, 1,89: 

Petty. - Bmw acallll 

worn cire’n one Tin — iss. 

 panaion ore Da Journal. 
aye for 1908, eg ; frat ve months Mt ta008 
copies, In neh, 1904, Oregon Daily Journal 

ablished as edi: The average 
oe March 2th to to June sth ‘was 18,800 < 

atement filed with the A’ 

ise eet 


Pertland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1908, 4,889; first 8 mos. 1903, 4,912. 


PENNSYLVANIA. 
Chester, Times, ev’; . 1903, 8,187. 
N. Y. office, 220 B’ wage FR, ’ R. Northrup, Mgr. 
Connellsville, Courier sdai A 1903, 
1,848, iy for v0 —_ rage 090, dou ver. F peflenee 
April, 4904, 8, 


Erie, Feopie, weekly. 1 
Average 1903, 


Aug. Klenke, Mgr. 
, 8,088. 


Erie, Ti for 1908, 11,208. 
May, 1904, 1.044.” Ez. Kate. Ean to'do 8 N.Y. 


Ha arrisburg, Telegraph, di 
1903, 10. —~ 4 — ‘Febru. le 
10,544. verage, March, 1 11,016." Ms 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of THE BULLETIN for the month of 


Actual daily aver. 


CSRBQATH Cm 





SBRNRRLRE 


Total for 26 days, 4,818,300 copies. 
NET AVERAGE FOR JUNE, 


185,319 copies per day 


’s circulation figures are net; 
eae, free and ret 
 ehsieetaat ‘ ani jurned _ 
largest local R48 A Philaderphis 

wapaper, 


ne 
Ws. L. McLzan, Publisher. 
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Philadelphia, American Medicine. » Av. 
for 1902, 19,827. Av, March, March, 1903, 16,827. 


Pamedeiphte, Camera, m onth Frank V. 
Chambers. Average for 1908, 1903, 7,120. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


The circulation of the EVENING 
TELEGRAPH has gone up with the 
thermometer. 14,218 more homes 
entered each day during May, 1904, 
than same month last year. 


Daily Average Circulation for May: 


130,705 


It reaches the plain people. 
BarcLay H. WARBURTON, 
President. 
mer" Atkingen, Compan Jourees, 5 month Kverage 


ers. 
ir 1908, —T tee Ink awarded 
he seventh 8: jugar anate to a , a F with this 
yt wo HH June 2st 1902 
= inters’ Ink. The Latte | 8 
ba in the rm of 
“ Advertising, to the Farm 


“ Journal mg, the ars 
“of merits extending over 4 


“period of half a year, that , among all 
“those  abliohed in the United States, has bee 
the one that ae i pernese 
an agricultu 
ulation, and as an effective and soonoms- 
“ through its mere columns.” 


Philadelphia, Press. Av. circ. over 100,000 
daily. Net average for May, May, 1904, 118,141. 


Philadelphia. ry School Times, week] 
Ave for 1908, 1 02.961. Send for’ rates t6 
e | Association, 








Pittebu Chronicle-Telegraph. Aver., 1908, 
56,268. Sworn statement on applicatt ’ 
Pitteburg, Labor World, wy. Av. 1903, 18,« 
oss. best paid class of workmen in U.S. 
Scranton, Times, every pity F E. J. Lynett. Av. 
e 1903, 21,604. La Coste N.Y. 


Forenings Vannen, pyetih. Faas 
AY. wom 1 641. Circulates Pa., N.Y. a 
Washington, Reporter, d daily. John L. Stew- 
art, gen. mgr. ‘Averaye for 4 1903, & 697. 
West Chester, Local Ne News. daily. 
Hodgson. Average for 1903 15,168. 
Weekly. Net paid a verage 1065, TRIBOR. Smith 
average e 
pt Miibed ‘and Chicago. 





Ww. A. 


Reps., New York a 


“Y ee Dii daily. 
7 sorage for 1000, 8 8,108, 


Dispatch Publishing | Fe 





RHODE ISLAND. 
Proyiden Journal, 16,485 ( 
Sunday, 19,899 ( (@@). Evening Blain 6,886 
average 1903, lence sacs Jonteal Oo. 
Westerly, Sun. Geo. H. U pub. ciat 
1903, 4,888, Only daily a 80. Rhode Toland. 
SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. P. 
Browne. Average 1903, no issue less than 1, rhe. 


Oharlesten, Evening Post. Actual dy. 
Sor 1908, 2,842. eae pa 8,1 


Columbia, State, ‘daily, si 
Saisas * Gon some — 3 
wes ‘ 
v8. 


eae 


fae aver, iby 1903, datiy, 
ty, 3001 i Sunday, 
yond daily 7,44 1, Su 


SOUTH DAKOTA. 


Gteux Folie, i, wt Leader. rotor ian oy: 
ublishers. Ac overutee ‘or le 
Victual daily aver. for ino, 


TENNESSEE. 
Chattanooga, — Fruit Grower, mo, 
Actual average 1903,17,855. Rate, 15 per 
line. Average for phan 1904,19,177. 
Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850. First ¢ First 6 mos, 1903, 1,425. 


Lowtsbere, Tribune, sen conb-xeehiy. WwW. M. 
Carter. <Actual average 1903, 1908, 1,201. 


eee hia, Commercial Apt Appeal any. 
ly. Average 1903, dat 3 
85.0 80, weekly 7 7,583 (64). 


Sund 
Sunday 
March, 1904, daily 
84,85 2, Sunday 4 r £296. weekly 82,468. 
yoy Morning Hows, Actual daily aver- 
on x 1903, 4; March, 1904, average 


Nashville, Banner, daily. 

Feb., 1908, 16,078. iat, vi, 21.851. 
Only Nashville ote Aish Oe to ri of 

Nashville, Progressive Teacher and i 
School Journal,mo. Average for 1903, 9,500, 


TEXAS. 

Denton Co. Record and Chronicle, 
Edwards. is. Average Sor 1908, 2,689. 
- El Paso, Herald. av, 1903, 8,265; April, 
1904, 4,284, Teen canvass showed Hepatd 
in 80 per cen . Paso homes. — El Paso 
daily paper stir to RolLof Hon 

La Porte, Chronicle, ge @. E. Kepple, 
paid Average for 1908, 1903, 1, 
am Advocate, dy. W.N. Furey, pub. Act- 

ual average, 1903, 1,82 27. 


: ye 
Ogden, Standard. . Glassman, pub. Av. 
Sor 1903, "yaily 4,881, aan weekly 8,158. 
VERMONT. 


Barre, Times, daily. F. KE. Langley. Aver. 1903, 
2,710. *Five months in 1904, 8,062. 

Burlington, Free Press. Daily av. ’03, 5.566, 
9 mos, to June 1,920. Only Vermont t paper ex: ex- 
amined by Association en Advertisers, 


Burlington, News. Jos. Auld. Actual daily 
average 1S O46. sworn av. eri 5,658... 


VIRGINIA. 


Norfolk, Dispatch, dai 4 Sworn average for 
ok ee {" 1908, Fy 3 February, 8,448; 


Richmond, News Leader, every evening ex- 
cept Sunday. Daily average February 1, 1903, to 
wry 1, 1904, 2 1 circula- 
tion between Washington and Atlanta. y 


wy We 
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2,  anezOn. 


Tee Logese.. Dy; av. 1903, 12,7173 Sy.. 
15, 4 mos. 194, dy 
14, yeits i is ist a8, Bi “oy Bed 482. a ¢. ‘Beek? 


WEST VIRGINIA. 
Rerteoveies . Sentinel, daily. Wg G. Hornor, 
pub. Average for 1903, 2,801 ( 
Wheeling . News. i! one sii 9,707, 
paid circu’n 10,8 For 12 months up 
San 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined. 
WISCONSIN. 
La Crosse, Leader-Press, daily. Actual aver- 
age 1903, 5,590. 
a ~aaey Evening Wisc Wisconsin, S7, vg. Wis- 
nCo, Average for 1903, 21, 98 1; December, 
1905, 25,0964 “May, 1905, abst 10(@0). 
Milwaukee, Germania-Abend 
year end’g Feb.,’04, 28 8t6, av. 


Pay Journal, daily on Bae 
Av. end, Mar., 1904, Heyy Py 4 $2, 84. 


Oshkosh, Northwestern, daily. Average for 
1908, 6,488. 


Raeine, Journal, daily. Journal Printing Co. 
Average for ou, 808 


dy. Av. 
eb.,’04, 24,8 8. 


Agriculturist, weekly 
r 1908 0S, BB. 181. wes months 1904. 


—_ 7 oy 
$6,872. “Advertising $2.50 


a 





BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
publisher. Average for 1903, 888; 
May, 1904, 7,281. 
Victoria, Colonist, daily. et. 
Average for 1908, 8,69 


MANITOBA, CAN. 
Ga Sagat eet 


Colonist P. & P. Co. 


Winnl 
Sor 1903, 


helege oy 


Bolg res 


Av. 


Free Press, and w “EF Av- 
903, daily, 18, $24; weekly, 18,908. 
Fone, 190k, 25,172. 

NOVA SCOTIA, CAN. 


Halifax, Herald (© @) and Evsins Mail. 
Average 1908, 9,941. April, 1904,15,296. 


ONTARIO, CAN. 
Toronto, Canadian Im lement ane \apmaad 
Trade, re — Or 1903, &, 87% 


Toronto, Average for 1908, 20, 
971. April, oad, 81, $1 B08. A 


QUEBEC, CAN. 
Montreal, Herald, er. Est. 1808. Actual 
average for 1903, 22,515. 


Montreal, La Presse. Treffie Berthiaume. 
lisher. Actual average 1903, daily T2804. 94, 
Average April, 1904, 80,116. 116. 

Montreal, Star, d iy. & wy Graham & Co. Av. 
Sor’03, dy, 55, 127, oA 122.269 (1145). Six mos. 
end. May 3/, '03, dy. av. 55,147, wy. 122,157. 


A whole page ad sandwiched be- 
tween the Roll of Honor pages costs 


$40 ; ahalf page (1 col.) $20; a quarter > 
page (% col.) $10. 


—_ Such advertisements can be had 
by a publication represented in the 
Roll of Honor, and no other. 


—_ 


The Roll of Honor is now con- 
sidered the most practical step in 


modern scientific advertising. 


There 


is no waste in Roll of 


= Honor advertising. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








tay Printers’ Inx has always held that news- 
papers which carry the largest number of want ad- 
vertisements are closest to the hearts of the people, 
and are for that reason not only prosperous, but of 
a distinct profitableness to an advertiser. 


{a= Publications entitled to be listed under this 
heading are charged 10 cents a line aweek. Six 


words make a line. 


CALIFORNIA. 
[as sam prints more *‘Want” and otherclas- 
sified | advertisemente —— —] = =~ 
new! ies combin is the 
meine tor th the —-— of ae intelli- 

gence throughout the whole South 
Rate—ONE CENT A WORD FOR EACH S SmRTEON ; 
average 
ulation 


_? cents. Sworn dail 


minimum 
for year 1903, jes. Sunday c 
regularly ¢ Ay 51 00. 1,000 copie ies. 


COLORADO. 

‘HE Denver Lp my Sunday edition, July ’: i 
contained 2,919 classified ads, a total of 7 
columns. The Post is the big Want bo a or 
the Rocky 7-y region. The rate for Want 
advertising in the Post is five cents per line 

each insertion, seven words to the line. 


DELAW ARE. 
OCAL readers use the Wilmington EVENING 
JOURNAL for Want advertising. They get 
results. Half cent a word. 


RE Wilmi: nm MORNING NEws is the r 
rT for revulte-for “Wants” and other bom ad 
advertisements. 


N Delaware the only dail paper that guar- 

antees circul: lation “is * may B Evening.” it 

carries more classified advertising than al) the 
other Wilmington papers combined. 


DISTRICT OF COLUMBIA, 
Tc Washington, D. C., Rveniee J Star (OO) 
carries DOUBLE I number of WANT ADs of 
y other paper in Washington and more than 
ait — the other papers combined. 
COMPARISON ANY DAY. 


Only morning paper. 


GEOKGIA. 


HE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


Pe + Augusta CHRONICLE is the want advertis- 
medium for the western half of South 
Caroliga and the eastern half of Georgia. 


ILLINOIS. 
T= ROCK ISLAND ARGUS is the recognized 
Want Ad Medium in its field. Advertisers 
always get returns. 


fe Chicago DaILy News tothe L. 4 's ‘Want 
the year 
1903 10,781 columns of 
mn: of 634, 





rin 
“classi ned advertianeg, 
626 individual advertisements. 
Of these were transmitted So the DarLy 
pty office by telephone. No free Want ads are 
ed. DatLy News Kg Ke one all 
objectionable advertisemen ly every- 
or about hi who — the lish | inguage in around 
the DalLy News, ” says 


INDIANA. 
NERRE HAUTE Star carries more aes ads 
than all other 7. Haute dailies. 


T® FE MARION LEADER is acknowledged the best 
result getter for classified advertisers. 
One-half cent per word each insertion. 
UNCLE en fasries more wens ads than 
any other Indiana_ morn newspaper, 
with thee tion of the Indi poll STaR. s 
NDIANAPOLIS Star since Jan’ first 
re than d — the volume of its C! 
fled vadvertising. in Sunday, ‘April 10, the STAR 
ed more than ny full pages of Want Ads. 


HE Jndieneoste NEws in 1903 printed 125, 
rie? advertise: Le ‘a 





printed a total of 264,123 se; 
paid Want advertisements. a 


IOWA. 
HE Des Moines CaPITaL rantees the Jarg- 
Pan in oe of I the want Ss 
any ly newspaper. is one o! e want 
mediums of Iowa. Rate, one oo By 
the month, he ES. line. “iis mab: tiahed +g even- 
uae a week. day the big day 


HE i foenen. Shenandoa an love, published 

Monday, Wednesda: lation Friday, with 

~ forty-two hundred circulation, is the Want 

of 8 owa. Its readers 

A prosperous farmers. It | Bs five times the 

Want ads of ai = other paper within fifty miles. 
One cent a wo! 





KENTUCKY. 
Ts Owensboro DaILy INQUIRER carri 
Want ads every week than any 
boro newspaper 1. “tos in any month. Eighteen 
words one week, 25c 


MARYLAND. 


HE Baltimore News carries more Want Ads 
than ony other Bajtimore daily. lt is the 
d Want Ad di of Balti 





peng mg alg 
HE Brockton ass.) DAILY ENTERPRISE 
carries more than a solid ll of “Want” 
ads—30 words 5 days, 2ic. Copy mailed free. 


HE Boston Guosk, daily and Sunday, carries 

more Want ads than any other paper in New 

England because it brings results to the adver- 
tiser. A trial convinces. 


<_< 
HE Boston EVENING TRANSCRIPT is the Eneland 
summer resort medium in New 
It -y~ more of such advertisements 
r Boston dailies combined. 
rae increase in want ads made by the Boston 
HERALD for the monte « June aggregated 
is columns, This, like the May a, of 
columns, represents & sunday aoe wth of 254. 
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MINNESOTA. 
T= 8t. Pau DisPatcu is the leading | ML 


de and and territory; 
cost. 


meodtam in the 4 

upon by everybod 

more cireulation 

dailies $ 

priguazs that ve that cr Min: won peed 
JOURNAL carrise t the most —— Ads” of any 

daily newspaper in the Northwes 


Year 1903 2,980 cols. 

Six mos. 1904, 1,753 “ 

HE MINNEAPOLIS TRIBUNE is the recognized 
T Want ad medium of Minneapolis and has 
been for my | ears, It is the oldest Minne- 
ane has = poy subscribers. 
ich is more than 20. 
above 


full price, no free A ‘price covers 

and evening issues. No other Min- 
neapolis carries anywhere near the num- 
an A, of Wanted advertisements or the amount in 
volume. 


MISSOURI. 
Te moose Bran (oe TIMES ine) carey ail o The Kansas 
City’s “ 


pw wy over, eight pages of 2 rg npg Re 
reason. 
Kansas ‘Oity ree reads the TIMES ¢ <r and th 
bis soutien Grose is the | ‘eae daily in Se 
Missouri-Karisas on = 
trict. Circulation over 11,000. A page of Want 
ads. Send for sample copy. 
[HE Kangas City JOURNAL (every mo 
includi Santew < one A the he recognised May 
Want ad mediums of the 
columns paid Wa Wants ues is “4 10 columns 
daily. Rate, 5.centsa nonpariel lin 
NEBRASKA. 
T= Lincoln Damty Stak, the best a Ad” 
medium at Daveseas on ——- juaranteed 
pan 
Mth wo! pecial eae 
times, aT} cents, cash. DalLv Bran. Lincoln, Neb. 
NEW JERSEY. 
apes | Dang JouRNAL is the only want 
ad medium in Elizabeth. Hom So age cov- 
ers Union county. Largest cireulation Most 
advertising. 


NEW YORK. 
yi Foss Bxrass is the best afternoon Want 





gt yt sual iY RAGE, Ln | York City. 
‘he great want and classi advertising 
ae fork w Cancion more 
rt ad than any other paper 
in the ne United 8 States, 
HE Times-Union, ;, of Albat Albany, rt Som. Bet- 
ter — for wants nal othe: ne oo 
matter any er paper in Albany, and 
tees a circulation greater than other 
papers in that city. 
VENING fousnal, Albany, N. 
field of Eastern New York fo 
sified adve 
IT DOES NOT PAD ITS COLUMNS WITH FAKE AD- 
VERTISEMENTS TO MAKE BIG SHOW. 


Pcs Ll York ie, oF, STaaTs ZeITUNe (OO 


the 

Se ee Want Want” advertisements, It 

— great masses 6 oe rmans 

in and around the great Ame: rican metropolis. 

RINTERS’ published week The rec- 

P ognized an ree leading Want ad ; for 

yee ead ad dh mail orde: rtis- 
novelties, printing 

r stamps, ffice devices, 


Y., covers the 
r want or clas- 





a line per iamue fat; six words to a 
copies, cents. 


the callfor classi- 


Onto. 
H It’s the 


yom Csementa inf 
fled advertisements in ote 
home paper and gives results. 


chee 


HE MansFrecp N: 
Want ads then any, 
ne ; 20 words “or lows 8 conaect ve times 
or less, .j one cent per each additional w: 


bg 2 the month of Ap April, 1904, the 
carried re want Bagem 


EWws 26% mo 
et roo th that at off tor, regardless of fs 


ebliees, Salty, 


tions in representati ft declere snd ito 
ve oO 
Want columns will be be Cie dan erent “ihe 


OKLAHOMA. 
[THE OKLAHOMAN, Okla. City. i, _Fene 
more Wants than apy four % competitors. 


PENNSYLVANIA. 


T= Chester, Pa., TIMES carries from two to 
aan a more classified ads than any 


piapeem, Tae THE EvESING BULLETIN— 


0 has by many 
city circulation of an 
bow ane Honor col. reo hy goes 

ai to more le h than 
other medium. Fourth, OLE ro 
= in its classified columns ate of 
canny teeta Ay $ elaneee, 2 th Ly? Phase ; 

r coin nor those a 
not offer leatiieante employment. ” 


Ws... IA, 
more Want ads, 


TCH carries mo. 
py than any other pa- 
home publish ond, because it is the 
paper ot Richmond and Virginia, an 
class that give results, Want ads, 
May, 5,101; June 4,824. 

HE bay LEADER, published every afternoon 

ster Richmond. Va. 


cept Sunday, 
etreulation by ong « odds (27,414 aver. ieee ~~ 
recogn want ment jum 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
ited as less than 25 words; no display. 


count 
BRITISH COLUMBIA. 
[HE Victoria CoLonist covers the entire 
ince of British Columbia 
Vancouver). More “ WANT” 
LONIST than in 
Ww peg. One cent a wo: 
copies free. 


rov- 

ice in 
fT AT 
other paper west o: 
each issue. Sample 


CANADA. 
A PRESS 


Montreal. Largest Ny bas 
tion in (Daily 80. rdays 
}00,000. ) et French 


pan in the world. 


yg Day TELEGRAPH, St. Jo a ag B., is the 
it ad medium of provinces. 
gest clreulation a i most u; ae paper of 
mm Canada. it ads one cent a word. 
Minimum po Fl 
HE Toronto DaiLy Star isn to any 
advertiser who wants to eon dpe ‘oronto 
} nang Carries _ forall ae 
nm any other Ti worn 
average tireulation, . May, 100 to paper 30,670. — 


HE Montreal DAILY STAR carries more Want 
advertisements Montreal 


than any other weekly paper paper in 


she fact Sant As te cree ogee 


medium i: use it Sindicates its spe- 
cial value ai as an a 


tiser can_ consider Canadia 

plete entoss his list includes the To: Toron 
ing a 6 It covers the Toronto » Sat. IS 
ing a concentrated population 

age ag > a for May, 31,628. 


—— No adver. 


Tez. 
represent- 
Aver- 


. Moreover, the PRESS car- 

olume of general advertising 

than any other daily r the Dominion. 

Somber’ of paid “Want ” published in April 
39,984; in May, 30,180. 
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A JOURNAL FOR ADVERTISERS, 


t@ Issued every Wednesday. Subscription 
price, five dollars a year,in advance. Ten centsa 


copy. Six dollars a hundred. 
ADVERTISING RATES : 

Classified advertisements, pqeartiing Agents 
and Want Ad Mediums, set in pearl, begin- 
ning with a two-line initial letter, but containing 

th larger than pearl, 10 cents a line, 


no other type 


& page. 

Displayed advertisements 20 cents a line, pearl 
ae oo to the inch ($3); 200 lines to the 
pe \. 

or ified ition (if ted), 25 per cent 
wy ical ae “he ) iit fi aa 

‘or ion (fui rston first or last on 
last cover, double price. 

For inside of cover pages or first advertise- 
ment on a right- page (full pages) or for 


— across the 


co the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year may 
pen poem Ds ~ pleasure og the advertiser, 
al or rata. 

Tee lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
se . 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
Cuar.es J. ZinGG, 
Publisher, F ’ 

Business Manager and Managing Editor. 

OFFICES: No. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


NEW YORK, JULY 13, 1904. 
WHAT IS GOOD POSITION? 


Much of the energy, originality 
and knowledge of human nature 
that ought to go into his copy is 
wasted by the advertiser in efforts 
to get his ad into the place where 
he thinks it will have the best 
chance of being read. The demand 
for “position” is unceasing. The 
word always has attractions for an 
advertiser, and many a piece of 
good business has been landed by 
the solicitor who said, as a final 
desperate argument, “Well, Mr. 
Smith, if you'll take a hundred 
lines we'll give you such-and-such 
a place, or so-and-so.” Some ad- 
vertisers effect to despise position, 
saying that they make their copy 
so good that it will hold its own 
anywhere. This sounds well, and 
is good advertising principle. But 
the advertiser who makes such a 
statement always reminds the 
Little Schoolmaster of Artemas 
Ward, who says it oftenest and 
seldom prints a Sapolio advertise- 
ment anywhere than on the first in- 
side cover of a magazine. 

* + * 


What is good position? To de- 
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fine the word is as difficult as to 
define love. Every advertiser has 
his own definition. One will with- 
draw his patronage from an ob- 
durate daily paper until he has 
been given the top of the column, 
while another in precisely the same 
line of business, appealing to the 
same class of customers, will in- 
sist that his ad be placed at the 
bottom. Some advertisers shriek 
if their ads are placed anywhere 
than on the woman’s page, while 
others who are trying to reach 
women avoid that page because it 
carries no live news. Some have 
a preference for the sporting page. 
Some want to be on the book page. 
Yet there are advertisers of men’s 
goods who avoid the sporting page 
as undignified, while among book 
publishers there is a small minor- 
ity that avoids the book page and 
the special weekly book issue that 
is now common with all large daily 
papers. 

The experience of the newspaper 
publisher with the position ques- 
tion has taught him some things 
valuable to know. He finds that 
where the wishes of all advertisers 
are religiously carried out his pa- 
per looks like a crazy-quilt and the 
general effect kills all the advertis- 
ing and most of the news. He 
finds, too, that a certain disregard 
of the advertiser’s opinions in the 
matter of position makes a better 
newspaper and a better advertising 
medium. It has now come to be 
a sort of rule that the stronger the 
paper the less the publisher con- 
cedes. The Washington Star, 
Chicago News, Boston Globe, 
Philadelphia Bulletin, and New 
York World are known as “in- 
dependent” papers in this respect. 
They will promise no position be- 
forehand, but retain the right to 
place an ad where most convenient 
in the make-up of the pages, This 
does not mean that the advertiser’s 
wishes are ignored. No promise is 
given him, but in perhaps the ma- 
jority of cases his ad has a position 
that suits him. But the layout of 
the paper is not weakened by hap- 
hazard placing of ads. The Wash- 
ington Star and Philadelphia Bul- 
letin, by this policy, are able to 
group many small retail ads on 
their first pages, making them pro- 
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fitable. If placed as the advertisers 
wished they would be scattered and 
valueless. 

The weaker the newspaper the 
more it concedes in position. So- 
licitors for the weakest paper in 
a city make a good deal of capital 
by persuading advertisers in the 
strong mediums that they are not 
getting good position. The weak 
paper carries little advertising, of 
course, and can give any position 
desired. The strong paper has a 
large mass of advertising, and 
can concede little. Yet it is an 
interesting fact that the strongest 
newspapers in the United States 
are, in most cases, those that con- 
cede the least in special position, 
reserving the right to make up 
their pages attractively, disregard- 
ing the demands of individual ad- 
vertisers in order to give the best 
service to the many. 


A LittLe schedule of want ad- 
vertisements carried by all the 
Philadelphia morning dailies, is- 
sued by the Public Ledger, shows 
that paper to be gaining in this 
class of business at a faster rate 
than any of its competitors. 


Mr. Georce H. Frost, proprietor 
of the Engineering News of New 
York, has recently purchased the 
Plainfield, N. J., Courier-Nexus 
and incorporated it at $50,000. The 
Courier-News, established in 1884, 
is one of the leading Republican 
kang of Univn County. Mr. 

rost has established an Art De- 
partment and proposes to make the 
printing of half-tone illustrations 
a prominent feature. 


THE Morning Journal, Lafayette, 
Ind., makes a stipulation in all ad- 
vertising contracts that if, upon in- 
vestigation, it is shown to have 
less than the circulation its pub- 
lisher claims, or less than any 
other paper in Lafayette, the con- 
tract is subject to a discount of 
ninety-five per cent. The Journal 
is in the Roll of Honor, with a 
daily average of 4,002 for 1903. Its 
nearest competitor, and the only 
other paper entitled to entry in the 
Roll of Honor, is the Lafayette 
Evening Courier, credited with 3,- 
807 for the same period. 
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On July 7 the Intelligencer, of 
Doylestown, Pa., celebrated its 
1ooth anniversary with a public re- 
ception. Doylestown is twenty- 
eight miles north of Philadelphia, 
and has a population of about 
5,000. The Jntelligencer was or- 
iginally a weekly paper called the 
Pennsylvania Correspondent and 
Farmers’ Advertiser, founded 1804. 
In 1827 it became the Bucks Coun- 
ty Intelligencer, and in 1886 the 
daily was founded. The weekly is 
still published, and both papers 
are entitled to entry in the Roll 
of Honor. The Intelligencer Co., a 
corporation, succeeded to the 
ownership in 1898. 


Modern Sanitation is a hand- 
some new monthly magazine pub- 
lished by the Standard Sanitary 
Mfg. Co., of Pittsburg, and sent to 
the plumbing trade. It deals in a 
bright way with sanitary science, 
modern plumbing, the relations be- 
tween plumber and manufacturer, 
the best methods of local advertis- 
ing for the plumber and other mat- 
ters peculiar to a business period- 
ical with a purpose. The com- 
pany’s newest goods are shown, 
and its customers kept informed 
about its extensive magazine ad- 
vertising. An interesting article in 
the latest issue shows a warrant in 
payment for a number of new 
Standard bath tubs installed for 
King Edward at Osborne House, 
Isle of Wight. In London the 
King also takes his bath in a 
Standard tub, as do the Kings of 
Italy and Belgium, Empress of 
Russia and President Diaz of 
Mexico. 


Firms and corporations 
who do things on a large 
scale should have a copy 
of the 1904 American 
Newspaper Directory 


(36th annual issue), It 
contains a mass of tabu- 
lated and accurate busi- 
ness information. Price 
$10 net. 


Send few desoviptive clrenier to Cans. 3. Sane, 
Manager Printers’ INK, 10 Spruce 8t., New ¥: 
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Mr. JAmes Gorpon BENNETT has 
appointed Manley M. Gillam ad- 
vertising manager of the New York 
Herald. 


Arter the first of next January 
the Four-Track News will be a 
dollar magazine, or ten cents a 
copy on the newsstands, with a 
subscription price of $1.50 a year 
to foreign countrtes. 


WE need some one to believe in 
us—if we do well, we want our 
work commended, our faith cor- 
roborated. The individual who 
thinks well of you, who keeps his 
mind on your good qualities, and 
does not look for flaws, is your 
friend. Who is my brother? [’ll 
tell you: he is one who recognizes 
the good in me.—Philistine for 
July. 


THE Sphinx Club of London has 
been permanently organized with 
the following officers: President, 
John Morgan Richards; Vice- 
Presidents, Thomas J. Barratt, W. 
H. Lever, Alfred B. Scott, Sir 
William Trelore; Secretary, H. 
Powell Rees; Treasurer, Roy V. 
Sommerville. Meetings will be 
held the first Wednesday of each 
month at the Hotel Cecil, London. 


Few companies have so complete 
a line of advertising literature as 
the National Cash Register Co., 
Dayton, Ohio. A- packet of speci- 
mens at hand includes regularly is- 
sued papers for practically every 
retail business, demonstrating the 
economy of the cash register in 
groceries, saloons, restaurants, etc., 
and giving store methods as well. 
Color printing is utilized to make 
these periodicals exceedingly at- 
tractive and they are as far as pos- 
sible from suggesting “syndicate” 
methods, unavoidable where a 
single business periodical is made 
to cover many different lines.. The 
company also makes excellent ad- 
vertising capital out of its model 
factory and grounds. Several 
booklets treat different phases of 
the buildings, surroundings and 
the movement for civic beauty in- 
augurated at the cash register 
works some years ago. 


‘ 
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It was announced in Columbus, 
O., on Wednesday, July 6th, that 
Col. M. A. McRae, president of 
the Scripps-McRae League had 
purchased the controlling interest 
of the Columbus Citizen and that 
the Scripps-McRae League had be- 
come owners of the Citizen Pub- 
lishing Co., Col. McRae to be 
president of the newspaper and 
George W. Dun will be vice 
president and general manager. 


In the vest pockets of all em- 
ployees of Lyon & Healy, Chicago, 
is a little pamphlet entitled “Busi- 
ness Procedure.” It contains fifty 
rules for maintaining a hard-hit- 
ting effective staff of employees for 
the house, with others for their 
own good, such as suggestions re- 
garding courtesy, having a savings 
account, etc. At the back of the 
booklet is a directory showing the 
location of every department and 
departmental head in the store. 


CoLorapo Sprincs, Col., is one 
of the cities that has a regularly 
equipped bureau, and sends out 
items of news to daily papers 
everywhere. This sort of service 
is cheap, usually, for it can be 
handled by one of the local news- 
papers to good advantage. Copy 
is mailed in manifold to a list of 
representative papers, and when 
information possesses real news 
value or live human interest, 
enough of it is printed to amply 
justify maintenance. 


THE Philadelphia Record is 
owned by John Wanamaker. In 
Philadelphia the impression pre- 
vails that the present ownership of 
the Record is a hindrance to the 
paper commercially and editorially. 
An impression also prevails that 
PRINTERS’ INK through a page ad- 
vertisement which appeared in its 
first page for six consecutive years 
materially helped to bring the Rec- 
ord to the pinnacle of prosperity 
which it enjoyed before the advent 
of the Wanamaker ownership. 
Philadelphia has been for years a 
morning paper town, the Evening 
Bulletin and the Evening Tele- 
graph are changing conditions 
rapidly. 


« 
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A ptEce of advertising literature 
certain to be kept by New Yorkers 
is a folder issued by Smith, Gray 
& Co., the clothiers, giving a list 
of stations in the new subway, an 
outline of the routes and statistics 
of its construction. An interesting 
fact about the tunnel is that it cost 
just about as much as the St. Louis 
exposition—$50,000,000. 


BrEAKFAST food advertising has 
been a failure in France, it is said. 
Manufacturers are at a loss to 
understand why, but the American 
consul at Bordeaux sees the reason 
clearly, asking, “Do they expect the 
French people to change the habits 
of centuries merely to provide a 
market for American goods?” The 
French, it seems, together with 
Continental people generally, do 
not eat anything like the Ameri- 
can’s and Englishman’s breakfast, 
but merely take a cup of chocolate 
and fast until dinner. 


A FIFTY-SIX page issue of the 
Daily Bulletin, Manila, Philippine 
Islands, marks the completion of 
the paper’s fourth year. A clean- 
cut sheet, devoted to the commer- 
cial development of the islands and 
the publication of news, with no 
political bias and no axe to grind, 
the Manila Daily Bulletin has 
grown from a sheet of four pages 
about the size of a cigar-box, to a 
newspaper printing eight or ten 
columns of live news daily. It has 
a good advertising patronage, 
chiefly local, and appears to be a 
valuable medium for any advertiser 
who would present a proposition to 
the solid business interests of that 
part of the world. The anniver- 
sary issue furnishes a great deai of 
information regarding require- 
ments in packing and shipping 
American goods to the islands, as 
well as descriptive articles about 
Philippine government, agricultur- 
al products, manufactures, muni- 
cipal improvements in Manila, 
) ading business firms, etc. Besides 
the Daily Bulletin there are pub- 
lished at Manila the well-known 
Sunday Sun (weekly), the Manila 
Cable News (Sunday and daily ex- 
cept Monday) and the Manila 
Town Topics, a weekly. budget of 
Philippine gossip. 


THe London Evening News re- 
cently printed its issue for one day 
on paper of an intense yellow, ac- 
cording to Advertising News, 
London. Advertisers were warn- 
ed in advance and requested to 
keep a lookout for the paper and 
see how it predominated every- 
where. The publisher of the Even- 
ing News forgot to tell advertisers, 
however, that the paper on that 
yellow day was given to news- 
dealers free of charge, and that 
newsdealers, after selling all 
they could, were to give away the 
remainder. 


Tue latest brochure of the Min- 
neapolis Journal contains inter- 
views with about twenty local ad- 
vertisers who unhesitatingly say 
that the Journal is first in their af- 
fections as an advertising medium 
for covering that city. W. L. 
Harris, president of the Minneap- 
olis Retail Dealers’ Association, 
says “The Minneapolis Journal 
combines, in my judgment, every- 
thing which makes a newspaper 
valuable to the advertiser—force- 
ful, clean, high-grade in every par- 
ticular, most enterprising in its 
management, thoroughly loyal to 
all matters affecting the general 
welfare of the community in which 
it is published; there are no words 
too strong to use in recommenda- 
tion of the Journal as an advertis- 
ing medium.” . The general opin- 
ion of other advertisers interview- 
ed is altogether in favor of the 
evening paper. Three real estate 
advertisers place the Journal first, 
while some of the large department 
and clothing stores testify that it 
brings customers from towns 500 
miles away. The booklet is hand- 
somely printed, with a binding of 
crude pulp paper. Copies may be 
had of M. Lee Starke, New York 
and Chicago representative of the 
Journal, 





Lincoln Freie Presse 


GERMAN WEEKLY, 


LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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THE Atlantic Monthly’s series of 
papers on advertising is rounded 
out in the July issue with an ar- 
ticle on “The Artistic Possibilities 
of Advertising,” by Charlies Mul- 
ford Robinson. The author shows 
that advertising is a great force in 
the intellectual life of cities, and 
so necessary in modern commerce 
that any attempt at restviction 
would amount to nothing unless a 
new outlet were offered. Adver- 
tising may be regulated, but not 
restricted. Regulation by legisla- 
tion is not so effective as general 
betterment of publicity by encour- 
aging advertisers to develop the 
artistic side of bill and bulletin 
boards, illuminated signs and other 
mediums. Mr. Robinson thinks 
artistic effects of greater advertis- 
ing value than pithy sayings or 
humorous advertising characters. 
A joke, however good, soon pales, 
but real beauty is a joy forever. 
A sign that a $1,000 expenditure 
has made beautiful will be doing its 
work long after the wit that a like 
sum would have purchased will 
have ceased to attract. He be- 
lieves, also, that the size of posters 
and bulletins can be reduced if 
their artistic possibilities are de- 
veloped. The poster is very new. 
It dates only from 1871, when 
Walker, the famous English artist, 
made the first illustrated poster 


to advertise Wilkie Collins’s 
“Woman in White.” All the me- 
chanical processes for printing 


posters have been perfected since 
then, and the poster has only be- 
gun to be developed. He thinks, 
too, that merchants will eventually 
combine their electric signs into 
an artistic whole, obtaining for the 
same expenditure a general illumi- 
native effect which will attract 
trade from long distances. What- 
ever there is of the inartistic in 
present mediums and methods is 
usually waste. Vast sums are 
spent for cheap and tawdry adver- 
tising of beautiful wares. By a 
little co-operation and attention to 
the artistic possibilities of adver- 
tising it can unquestionably be 
made more effective than any pub- 
licity now known. 





In the list of export ‘publications 
recently printed by the Little 
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Schoolmaster mention of the 
American-Asiatic, Seattle, was 
omitted. This omission was un- 


intentional, as the American-Asiat- 
ic is perhaps one of the most 
unique export journals in the 
world. Published monthly in Eng- 
lish, Chinese and Japanese, it is 
circulated in the United States, 
Australia, New Zealand, Oceanica, 
Pacific South America, South and 
East Africa, India, Ceylon, Bur- 
mah, Siam, Straits Settlements, 
Malay States, Indo-China, Japan, 
China, Philippines, Dutch East In- 
dies, Siberia, Korea and Canada. 
All advertisements are printed in 
three languages. Regarding the 
service offered by the American- 
Asiatic, F. Leather, the publisher, 
says: “We operate offices at San 
Francisco and Seattle, and have 
two representatives traveling in the 
Orient. We specialize the terri- 
tory in which the three languages 
are used, that is from Dutch East 
Indies to Siberia and including the 
Straits Settlements, Philippines, 
Indo-China, Japan, China, Korea, 
Siberia, Siam, Ceylon. There is 
such a community of interest on 
the entire Pacific however, that our 
territory has naturally expanded 
during the nineteen months we 
have been operating, to include all 
the Pacific. There is intertrading 
between Australia and Japan, for 
instance, and between Chile and 
Hong Kong. We look upon this 
Pacific territory as having peculiar 
feature so far as it is related to 
journalism. We found it perfectly 
practical and good business, for 
instance, to issue a journal cover- 
ing all lines of manufacture, for 


this _ territory. We circulate 
“broad-cast,” but with a special 
knowledge of our field. | What 


journal, for instance, could get an 
order from an obscure Chinese 
firm at Amoy for a hoisting en- 
gine? The American-Asiatic has 
done this and such odd inquiry 
and general inauiry it obtains right 
along. We follow the trend of de- 
velopment of every part of the Pa- 
cific, and by specializing, orconcen- 
trating, on this territory we believe 
we are doing very practical work 
for all concerned. Our firm is dis- 
tinctly American, though we have 
Chinese and Japanese employed.” 














BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


The little man with the under- 
sized gun may hit the diminutive 
birds in this U. M. C. advertise- 
ment, but somehow one feels in- 
clined to doubt it. 

This picture looks more like an 
ad for the vasty deep than any- 
thing else. 

In the original this was a half- 
page magazine ad, but that portion 











of the man which shows above 
water was less than % inch in 
height, and the birds were about 
as impressive as sparrows. On 
the other hand, we are shown at 
least 17 square miles of old ocean— 
for what purpose it is hard to de- 
termine. 

If the waterscape in this picture 
were of a character which drew 
attention to the advertisément, or 
illustrated it, or decorated it, in 





any manner, there would be some 
reason and method in it. 

In No. 2 the arrangement elimi- 
nates the little sportsman, but the 
birds are flying right out of the 
picture, and the general arange- 
ment and balance are such as to 
make advertisement No. 1 look 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 
CAITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





33 UNION SQUARE, N.Y. 


FREE OF CHARGES 


rather flat and helpless in com- - 
parison. 


* * 


This Delaware & Hudson Rail- 
road advertisement occupies a full- 
page in some of the July maga- 
zines. 

The arrangement of the interro- 
gation point and the girl is good, 
and the idea of showing the vari- 
ous points on the Delaware & 
Hudson in the form of the query 
is certainly all right. 

There is something the matter 
with this advertisement, however, 








NEW YORK and MONTREAL 





Oxted roadbed Asthrecite con) weed exchuirrety, meaning 
ict tow ened se 


TESTES 


oe 


—_—— 
(ASEL L COLVER, fend ViewPrn 5 W BURDICK. Gm Pen gh & 4 GEAR Get. # Ag 
aLnany. #Y J 








WV Coy Vicker Ober ued Netermeerice Boren 11 Corton Ser 





as even in its full-page form it 
failed to be as impressive as one 
would expect it to be. 

This is due to the fact that there 
is not enough contrast between the 
type and the picture. 

If it were necessary to use so 
much display type in this ad, the 
girl and the question mark should 
have been made larger and much 
heavier. If the picture were to 
stand in its present form, then the 
type matter should have been set 
with the least possible display and 
in a very light-faced type. Then 
the result would have been what 
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the originator of this ad evidently 
had in mind. 
* * * 


This Dixon’s Pencil ad occupies 
a quarter-page in the current mag- 
azines. It is a simple little thing, 
but so strong that it almost walks 
off the page. It stands out in a 
remarkable way, considering its 
simplicity, and is another object 
lesson in the proper use of a quar- 
ter-page space. 

In this ad there is neither too 
much black, nor too much white; 
nor is there too much copy. 

A careful study of this advertise- 
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bickeled int r. izon's ctl 
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ment is recommended to those who 
insist upon filling space chock-full 
of copy and illustration. 

+ * * 


This Kilfyre advertisement of 
the Pope Manufacturing Company 
was in the original a quarter-page 
magazine ad, and is an excellent il- 
lustration of a good thing gone 
wrong. 

In a slightly different way this 
ad represents the defects of the 
Delaware & Hudson ad. The idea 
is all right, and the black and 
white drawing was probably a 
good, strong, striking picture. 

Filling up 


kills the whole proposition. It is 


the mortise with people to whom the exact location 
heavy black type very effectually of Three Rivers and Chicopee with 





true that the ad catches the eye and 
has a certain degree of strength, 
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FIRE EXTINGUISHER 


A Product of Modern Science. 























but it looks like a bungle, and 
that’s about what it is. 
* * * 





The type arrangement of this 
advertisement of the Wesleyan 
Academy might be greatly improv- 
ed, but the design is an excellent 
one. 

There are probably a great many 






















respect to Wilbraham is a- matter 
























of no particular importance, but it 
is probably of interest to those to 
whom this advertisement is intend- 
ed to appeal. 

This is an excellent way to show 
the map and at the same time 
make a handsome page design. 

This advertisement stood out 
very strongly, and, weré it not for 
the poor typographical arrange- 
ment, would be a model in its way. 


—_—_~+@>—_—_—_—_— 

A NEWSPAPER GRAVEYARD. 

There’s a corner of the newspaper 
office which is never exhibited to visi- 
tors and the work connected therewith 
is given no publicity. It is the news- 
paper graveyard. Few people are aware 
that such a department exists in so 
exceedingly lively a place as a news 
office. 

When pictures, biographical sketches 
and notable events have run, either in 
the home paper or in an exchange, in 
other words are “dead,” they are care- 
fully cut out and borne to the “grave- 
yard,” where they are filed away and 
indexed in anticipation of a resurrection 
to serve some future needs. 

Every newspaper office of any preten- 

sions has -its “graveyard.” It consists 
of cabinets of number and size accord- 
ing to the needs of the paper, with 
plenty of room for expansion. The 
drawers are fitted with boxes of uni- 
form size, in which are entombed all 
clippings which could possibly be cf 
use. 
Perhaps you have wondered how a 
newspaper can come out immediately 
after the death of a prominent man 
with an exhaustive account of his life 
and public works. The secret lies in the 
newspaper graveyard. 

As soon as a noted man is known te 
be critically ill, the editor looks up the 
envelopes indexed under his name and 
examines the material gathered therein 
Then he selects such parts as he needs 
and puts it in shape for setting up in 
type immediately on the news of the 
man’s death or before. So there remains 
only the particulars of his death, etc., to 
attend to at the last minute. Perhaps 
the material for your own obituary even 
now lies filed away in some newspaper’s 
system. r 

But the obituary is only one of many 
uses to which the filed matter is put. 
Perhaps a town is to celebrate its cen- 
tennial. Then all historical matter con- 
cerning that town and pictures must be 
looked up to see what is available for 
use. Perhaps a new church is to be 
dedicated and historical data of the so- 
ciety is wanted. When a man is elected 
to a prominent office or otherwise hon- 
ored, it is desirable to insert something 
concerning the man. When a great in- 
dustry fails, it is proper to trace its rise 
and fall to some extent. And all these 
things are accomplished with conveni- 
ence and dispatch through the filing 
system. 3 

Probably not a day goes by in a busy 
office but the index is called into play. 
Especially is the catalogue of pictures 
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handy at the office of a well-illustrated 
paper. 

While it is often desirable to print a 
picture that has been run in the paper 
before, there is no need of making a 
new picture, as all cuts are filed away, 
so it is only necessary to consult the 
index to find if a picture has been used 
and when. The man in charge of the 
cuts will attend to the rest. 

As every one knows who has ever 
worked in a newspaper office, editors and 
reporters have little time to hunt over 
a miscellaneous collection of clippings 
for the material wanted. When they 
want a thing they want it badly and they 
want it at once. Hence the necessity of 
the indexer. She keeps the system with 
such precision that she can put her 
hands on anything stored therein at a 
moment’s notice and by the aid of the 
index cards, which she keeps neatly and 
systematically, the searcher can, in a 
very few moments, tell whether the ob- 
ject of his search is filed away or not. 

The indexer is invariably a woman, 
perhaps because she is better fitted for 
it by natural neatness, orderliness and 
care after details. One indexer on a 
well-known illustrated newspaper de- 
scribes the work as follows: 

“The indexing work is among the 
most important of office work. To begin 
with, there are the pictures, of which 
over 1,400 have been run since the first 
of last August. A set of four books is 
kept, viz., for individuals, for towns, 
for miscellaneous and in the last one a 
record is kept of all pictures and manu- 
script which are to be returned to the 
owners. 

All pees are entered in the books 
in alphabetical order, under their re- 
spective heads, numbered and dated. 
Each night the indexer marks a paper, 
if it has pictures, and gives it to the fore- 
man of the stereotype room, and he in 
turn numbers the cuts as taken from 
the forms and sorted away in their re- 
spective places, so if at any time a pic- 
ture is called for to run again, it can be 
auickly found by referring to the books. 
If persons sending in photos wish them 
returned, by simply giving their address 
and the word “‘Return” on the back, they 
are promptly attended to. It is very 
seldom that a photo is lost, as every 
one is recorded when sent away. 

“If not returned, they are consigned 
to the ‘graveyard.’ 

“Then there is the indexing of ar- 
ticles which are in the evening papers. 
A paper is marked every night by a 
member of the editorial staff, handed to 
the indexer and each article marked, 
recorded by the card system, which is 
in use in our public libraries, each day’s 
work put in an envelope, dated and 
laid in a cabinet for future reference. 

“For instance, a certain gentleman’s 
picture and sketch of his life may be 
run, and if, in years afterward, his name 
might be used again, by referring to the 
card, it can immediately be found. All 


special articles, such as trials, murders, 
etc., are put in envelopes and given a 
number, coming under the head of ‘spe- 
cials,’ which are also indexed in a book 
in alphabetical order.”—Lewiston, Me., 
Journal, March 12, 1904. 
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NOTES. 


“OrEGOoN” is a hundred-page book 
from the Lewis & Clark Centennial Ex- 
0sition, Portland, describing that State 
y counties and recording the progress 
of the Exposition, which is to be held 
at Portland in 1905. 


A BOOKLET cut in the shape of an in- 
candescent electric lamp forms a cata- 
logue of electrical novelties made by the 
American Novelty & Mfg. Co., Spring 
and Hudson streets, New York, and also 
serves as a souvenir of the company’s 
exhibit at St. Louis. _ 


Tue Eagle Book, a a monthly paper 
just started by Rheinstrom Bros., dis- 
tillers, Cincinnati, deals with things 
good to drink and is masocingges A intend- 
ed for retail dealers therein he sub- 

ect is most attractive, and has only 
ie touched upon in the first issue. 


Nortuport, Long Island, used to be 
a slave-trade port, and was later an im- 
portant shipbuilding town. Now, how- 
ever, it is best known as the place where 
law books are printed and published, the 
plant of the Edward Thompson Com- 

a being located there. A_ spirited 
oo let entitled “The Making of En- 
cyclopedias of Law” shows the various 
departments and also tells something of 
the history of this old place. The vol- 
ume is handsomely dressed and iilustrat- 
ed in color. 











Classified Advertisements. 


Advertisements under this head two lines or more 
without di ley. 10 centsa line. Must be 
handed in one week in advance. 


WANTS. 


DWRITER (24) desires potion in North; 
capable of doing first-class work. Address 
Lock Box 429, Monroe, Louisiana. 


ORE than 244,000 copies of the morning edi- 
tion of the World are sold in Greater ed 
York every day, Beats any two other papers 


ae NEWSPAPERMEN’S . XCHANGE. 

lished , represents competent work- 

ers in fe all departments. Send for booklet. 368 
Main St., Springfield. Mass. 


“s-* yond paar on with 
good m house—dry goods, clothing or 
manufacturing concern. Original and compe- 
tent. Address “A. W.,” care of Printers’ Ink. 


JY Pcompleted man, on graduate, who pee fot 
Powell’s course of instruction, 
esires maple in a field. An earnest 
pon ey with good record. Address “M. E.,” care 
of Printers’ Ink. 


HE attention of ambitious advertisement 
writers is di to the offer in this issue 
under heading ‘Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements 


wr 'ED—A case of bad health that RIPANS 
TABULES will not benefit. A hundred 
millions of = Tabules have been sold in a single 
= package containing ten can 
ught at any "drug store for store for five cents. 


4 YOUNG MEN ANI AND WOMEN 
of ability who seek positions as adwriters 
and ad , panceees should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. ‘Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
one Ink is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 








ARSED —Cleres and others with common 
ool educations only. who wish to qual- 
ify for me positions at a week and over, to 
write for free copy of m. Ec prospectus and 
endorsements from lea concerns every- 
where. One graduate fills 000 jet another 
5,000, and any number earn e best 
poo Oy writer in New York owes his suc- 
in a rad sneqins to my teachings. De- 
mand exceeds aupRly 

GEORGE H. POWELL, Advertising and Busi- 

ess Expert, 82 Temple Court, New York. 


A ARE YOU SATISFIED 
with your proaans Tor booklet or anlary If 
not, write nearest office booklet. We have 
for ries, advertisin; 
men, newspaper men, salesmen, ete. Technical, 
clerical and executive men of all kinds. High 
grade exclusively. 
HAPGOODS (INC.), 
Suite 511, 309 Broadway, New Tom. 
Suite 815, Pennsylvania Bide. 
Suite 529, Monadnock Bidg. haces. 
Suite 1326, Williamson BI ae: ‘Cleveland, 
Pioneer Bldg., Seattle, 








BosinEss 
INTEREST 
WAN' e 
I wish to purchase for a client a 
wholeor interest—$2,000 to $10,000 


pr established manufacturing bust- 

oes, proertetesy or toilet preferred. 
Mail tails, when established, terms, 
ete. Business, if not on paying 
must be capable of earning good profit 
by advertising. Interview will not be 
granted until i has first 
been made and found of interest. 
Address 

GEORGE H,. POWELL, 
Advertising and Business Expert, 
5 Beekman Street, New York. 


r TO $25 a week at the outset—g30, $40 
$15 $59 a week a little later on—is what yor you 
can reasonably expect after completing our Eby 
respondence course in advertisement writing. If 
you have an ordinary schoo! education, plent; 
of energy and a real determination to 
ye will guarantee to make a hy advertis- 

men of es If you are in business for your- 
elt we will teach you how to increase your 
Suemess without Pye ny | your expenses. Our 
rates are low and terms easy. You can master 
the study ewe | your spare evening hours, Our 
course is the only orongaly practleal one. Itis 
= outcome of our fifteen years of advertising 
rience. We have spent more than a million 


Write to-day for our free boo 

Where to Learn Advertising.” This is the most 
comosthenaive and instructive booklet ever pub- 
lished by an White & “CORBIN, Address 


Advertisin 
2d floor, | Land ite a Batlain, 


MB... All 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Cirecu- 
lation 17,000(@@). 253 Broadway, New York. 
> 


MAIL ORDER. 


> and i= mail-or order article. Sample 
r 10c. BROWN, 515 Fifth Avenue 
douthonst, A Minn. 


N AIL-ORDER MEN—For 25c. silver and a 
stamped addressed envelope I - send you 
“That Clever Idea,” which ge an Address 
NED P, HOLMES, 
5 Neb. 














Te Smirk 
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END 10c. for 18 numbers of THe Businxss 
ARENA. It’s bl of money-making 


men—tips, insi tips, Pp 
lumns subscribers will be ziven free 
fons and To to their 


oy d literature. No 
F an THE BUSINESS MHENA, 
129 Haverhill Street, 

Lawrence, Mass. 
———_+o+——_-- 
ADVERTISEMENTS WANTED. 
ARDWARE DEALERS’ MAGAZINE. Circu- 

lation 17,000 (@@). 253 Broadway, New York. 
CEDAR CHESTS. 

OTH- ROOT Coder Chae. -teedoet enanem 

M°Secun red cedar and yy 4 psooe 


against sowpothe. Prices low. Send f 
P. ONT FURNITURE CO., Statesville, N.C. 
eR 





TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


FOR SALE. 


C 0c. LABATPTED, 9. rates of ote Washington D. : 


OR SALE.—Full-paid ad 

the Co. mdence Schools of ranton, rn 
Price $51. "Owing to ill — 
for $40 cash. C. W. HEK, Jr., 700 Chureh 8 
Lynchburg, Va. 


Wao anen = Press, in good condi- 
tion, will sold cheap; two-revolution 
trip; bed $2 in. long, 47% in. wide; formerly 
used in. printing the Star. Address ‘ "STAK, 
oughkeepsie, > See 
AND 8-page Scott | Webb-Pertecti nog Press, —_ 
10,000 4 or hour. In ane | 
condition. A mo er and mone ay 


Consolidation of plants "ioe reason for 
peat gon K mater one = cu i aoe 


other print et —— inery. © DISPATCH 
1,700 ‘ne ONLY $700 ca: $700 cash, balange to ante 


—— a 5 all in con- 
dition. ete., go with press; 10 
horse power runs i —— 
Address “PRESS,” rrin 
ALIFORNIA CLASS PAT Ss aPER-1 have been 
authorized to offer for sale or re-organiza- 


with mid ist exceeding 10 nt Pubile riubiication le 0 

in is of 

Ay. c including a very “valuable Brop e property. the 
le paying an 

price, red 

considerable sock Pram be a present 


ARTHUR F. hetetatn Newspaper 
frober, Riverside, Cal. 
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RUBBER STAMPS. 


}ORTY CENTS pays for a yoy stamp fac- 
simile of your ature. — stamp a 
3 inches, 10 cents a rs All wor! F Aparenteed 
i+ 5 fers ¥ geeneges. A. EMBREE P NG CO., 
n, Tex 


INSTRUCTION BY MAIL. 
OUR DOG CAN READ PEOPLE at a glance. 
WE CAN TEACH YOU to read le like 
books—to know their char characte taleuta, aint — 
and Weak po ints. 
TAKES ONLY TEN WEEKS and $10. Easy 
pny — f easy payments. We deliver the goods 


ONO NONSENSE about our method. No palm- 
fakes. Based on physi- 





SE Pupils all over 
world. Only — co 80 far. Mention P. I. and 
sample will co 

OOL OF "HUMAN ie sasvem, 
Athens, (ia. 


nS ad 
DESIGNERS AND Sra onproeaae ea 
ESIGNING, illustrating, 


ing. ing. THE KINSLE ing it bographing, 8 Bw ar. 
Se 


PAPER, 


> B BASSETT & SUTPHIN, 
45 Beekman St.. New York Ci 


<_< 
— —+9+-__—_. 


INDEX CAR CARDS. 
; your would save money 0 ey A, on your index card 
suppli , arg aves direct 
TANDARD INDEX CARD CO., 
Rittenhouse Bidg., 
Mfrs. of Index Cards exclusively. 
a 
MAILING NG MACHINES. 
TaEpKe bday MATOHLESS M ie Pd, VALENT and 
ALENTINE, 


Mer. 178 Vocus Vermont be. Beifalo 
———_+o+-— 


ADDRESSES FOR SALE. 


7,01 — of Lae | Laioel senstears, 
w written, 
gid. 00. E. B. unary ae salyersville, K . 
60, 00 NAMES of Iowa farmers for sale 
og, the Des Moines CaPmTaL, i 
Moines, Iowa. Names collected c by Des 


bers 
means of sample copies. $1 a thousand. 
sent printed. Send for sample. 


3,500 ee ae Iowa Pasmeve, = 
dress, Prepaid, #6: remitian Lee at book form, ee 





il) harvest a 
ear. JAMES E. DOWNING, Messenger = 
‘ort Dodge, Iowa. 


——_—__ +o 
HALF-TONES, 


Per in THE it LOUNGSTOWN hie EN. 
oungstown. Ohi 


Ww would ike o sims on sii siltainas 
either for the newspa pewepaper. or other work. 
—- ENGRAVING ., 61 Ann 8t., New 
01 
EWSPAPER HALF-TONES. 


as 1; 60, 
Delivered .' yt sich nsocepantesthe ender. 


Send for 
Ba Fa a vino CO., Knoxville, Tenn. 


——-> —___—_—- 
PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new 
yt thi 
| emt the best that ever was. ilu germ 
and nose opener. a remedy fo. ay) 
tonaili pee pm —. ae fever 
o 


every disease 
tier than a gargle for gore threes, Sold for 6 
cents. Sent by mail mall bys the mam ufacturers on 
THE RIPANS CHEMICAL 


celpr of pice, Address 10 Spruce St., New York. 











COIN CARDS, 


$3 ‘tt THE te GOIN WHAPPER GO. De Pie Mick: 
Sieitinenanahajiipippoantiabaton 


HOUSE-TO-HOUSE DISTRIBUTING. 


Ditished Fe is cov one agency that has an —_ 


tation for a sy: i¢ hou 
use distribution of adverti: of all Scorig- 
ag in all towns and cities of importance in 
- United States. Eve ieee of matter is 


by men = are re le, experionced and 
= e exclusive business. Can give 
references from m many | advertisers. 
WILL A. MOLTON, 
National ene Distributor, 
442 St. Clair St., Cleveland, O. 


caput inianncesicis 
DECORATED TIN BOXES. 





Na pp ofa kage ofttimes sells it, 
You cannot i ne how beautifully tin 
boxes can be decorated and how cheap they are, 

ions, Last 


until you get our samples and _ 


ear we made, among many other things, over 
ten million t boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 


minder called “ Do It Now. on t is free; so are 
any sam esire to see. 
atiICAN SHOPPER COMPANY, 


hy an ey w Yor’ 
ont The largest maker of Tin Boxes ee OF the 





PRICE CARDS. 
G== for samples of the handsome price cards 
we sel] at 50 cents the hundred, $3.50 the 
thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used in dis- 
playing goods they help sales wonderfully. THE 
BIDDLE PRICE CARD CO., 10th and Filbert 


BOOKS. 
ATENTS THAT PROTECT—72, 
k. 8. & A. B. LAC 


free. 
Trade-Mark Experts, Washington, b 


oe 
ADDRESSING MACHINES. 


Ammer MACHINES—No type used in 
Wallace stencil addressing machine. A 

ecard index system of addressing used by the 

blishers thro hout the < country. Send 

circulars. ing done at low rates. 

WALLACE E008 ) Murray 8t., New York; 510 

Pontiac Bidg., Chicago. 


book mailed 
, somal and 


HE STANDARD AUTO ADDRESSER is a high 
speed addressing machin: U maag or 
lex idea. 


Prints visibly; perforated card used; errors im- 
ible; le. Correspo: Ce BO- 
om F. JOLINE & CO., 
iberty St., New York. 
PRINTERS. 


NTERS. Write R. CARLETON, Omaha, 

Neb., for copyright lodge cut catalogue. 
~aaieegipasaainete 
CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 
PREMIUMS, 
Wie a! for information ee veeens our pre- 
BAIRD MPG. OO yoo Michigan 8t., Chicago. 

YON & HEALY’S NEW PI = PREMIUM CATALOG, 


p* 





talking mac! 3 $20,000 of — —_ 

and a used ina single year ear b; firm for 

fare Write for Sage, \UM ‘ene 
on & Healy, 199 Wabash 


Rae goods ove trade builders. Thou- 
e premiums suitable for 
publishers and from the foremost makers 
and A “lis price in elry and kindred 


justrated e, 
publisned Rniually, $a fesuc now ready; . 
. F. MY. , 48-50-52 Maiden Lane, N.Y. 
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SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 

e of 17 Spruce 8t., New York, sell more mag- 
axing cut inks than any 0 other ink house in the 

Special prices to cash buyers. 
ASTE that never fe seaen.s moulie o r becom: 

offensive y a 3 Bernard's Cold 
by Paste—a Tegpowder 8 that a makes 
rfectly smoo! glue-like — by adding 


sah eras Rb HOLS AGENCY.” “0 North wT 


St., 
poune non-explosive, poe-barat sub- 
stitute for lye and gasoline ie re- 

tempers and improves the suction rollers. It 

will not rust metal or hurt the hands. Sooeee. 

mended by the best printers ae vo 

protection of half-tones. For sale 

and manufactured by the DOXO MeN CO. 

Clinton, la. 


or 
ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New York. Service good and prompt. 


ADVERTISING NOVELTIES. 
“Meme WALLET”—the advertising nov- 


ity. Sam 4 and Seton ing Tale 
Traveler” catal “4 SOLLIDAY NOV- 
ELTY ADVERT NG WORKS, Knox, Ind. 


A your business with onnetiing 
velties. Buy the ae. I make penc 





holder, toothpick on JO RE in leather case. 
Sample of each, 10c. yO KENYON, Owego, N. Y. 
ULVEROID SIGNS; light ‘htest, chea most 


durable and attractive indoor Com- 
me st of Celluloid Novelties and Buttons, 
ples free. F. F, PULVERCO., Rochester, N. Y. 


the latest novelty, Color py Can be 


in 6% envelope, Dosage. 
per Pena tneluding abr erint. Send 4c. 4 


lete 


sample. FINK & bth, above Chestnut, 
Philadelphia. 
RITE for sample and price new combination 


Kitchen Hook and Bill File. Keeps your ad 

before the housewife and business man. THE 

WHITEHKAD & — BO Newark, N. J. 
Branches in all large cities. _ 

Dreetane a window and 
clocks have 

Pa iy » oF gives on 


quantities. Write for circular an 
BAIRD MFG. CO., )., 20 Michigan St., Chi jicago. 


a hg on oo CONVENTION SOUV! 
made 


ENIRS, 

attractive, sub- 

stantial ans ge tas ae a World’s Fair 
souvenir, 10c. 


WICK HATHAWAY’S C’RN, Box 10, Madison, O. . 

| gg Show Cards easily made with our 
Stencil ‘Alpt figures and Mornasments. 

Colored Ink recipes with each set, paid 

1 inch, 30c.; 1 ch, Sde.5 1 ag 

Cine, 45c.; 2 ine rush. 1 
DING’S STENCILRY, Wasnbers, N.Y. 
TOBACCO, 


UXURIOUS SMOKING — Provided you use 
“French’s Mixture Tobacco 


factory. | est grade smoking 

Deliciously mi, yet full of fragrance, and 
never bites t e tongue. There is is nothing in 
smoking Bo] to be compared with 


Lape oath or ‘or 10¢. Se cacer. 


0 Co., Statesville, N. O. 
LETTERS FOR SALE. 
HH . ‘omen who bu Ra mel, ul. $1 
ee names of w pe 5, 








have not been ae rake ENGRAY. 
Ing CO. 6 South mines St., Philadel; 
>a 
MISCELLANEO Us. 


paat Household hold Recipes , 2c. each; 6 for 
25 ti 4 Send for list, free. * EUREKA 8UP- 
PLY Nox all , Trenton, N. J. 








ore 


wewm See 
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NEWSPAPER BROKER. 


UYERS and sellers of new: r pro ie8 

Bre ther to their mutual advantage 

without publicity, a my eucoseatul met! 

Large list of Ao. Apa a by # cake 

Can I be o! B. 

Michigan Goer! Bro or, Senksom Mich 
er 


ADVERTISING MEDIA. 
10 CENTS line for advertising in THE 
JUNIOR, Bethlehem, Pa. 
NE _ CENT ar word for adv. one month in 
KINGSTON DIST. NEWS, Ashland, N. Y. 
E introduced by “22 Business Brin a. ” 
THE RELIGIOUS PRESS ASS’N, P’ 
ARDWARE DEALERS’ MAGAZINE. — 
lation 17,000 (©). ‘253 Broadway, New York. 
1 CENTS line foradv.3 months in THE 
MONTHLY, 21% Brainard St., New Orleans. 
AX®% person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


OWN TALE, Ashland, Or has 
Tey Be, sates reese 


circulation of les each issue, : 
Both other Ashland Ts are rated at less than 
1,000 by the American Newspaper Directory. 


7 > TROY (0.) REQORD is the oy small 
n dally in the whole wide world success- 

ony poyabiished without a weekly edition, a 
a or county or city legal adver- 


000 GUARANTEED circulation, 25 
cents a line, That’s what the 

PATHFIN ‘' offers the advertiser every month. 

Patronized by all leading mail-order firms. If 
‘ou_are advertising aod do not + of a 
‘ATHFINDER, you are missin ine. 

Ask for sample and rates. EK SCT 
Washington, D.C. 


—__+9+—__—_ 
ADVERTISEMENT CONSTRUCTORS. 


HAS, CUSTER, caricaturist, writes those crisp 
concise ads down at Humboldt, Tenn. 

RED W. V. KENNEDY) 171 W 171 Washington St., Chi- 
cago, wri! vertising—your way—his ’ way. 
ANKERS, a, Retailers—Ask 

some one about our cuts and our writin, 

for advertisements. Then write. ART LEAG 

re DOLLARS a month for four ads, ma 
Pg) single column. No better at any 
ARLOS DE BARROS, 203 West 109th St., 





lew lon tech. 
Faz- a. STEINBISS, 


ter er 0 
Hi sh-clace “advert ng Matter, 
924 N. 6th Street, St. Louis, Mo. 


ETAIL AIL ADWRITING is m; is my specialty. Let me 
write yours. Ican increase your business. 
GEORGE L. SERV 
2835 Wyoming St., St. Louis, Mo. 


Aye Waerine -astiing more. 
Been at it 14 yea: 
JED SCARBORO, 
557a, waleey St., y St., Brooklyn, N.Y. 


fF need no headline to tell you that we do 
turn out good ads. The that tells and 
gets the pusiness--the kind you want, _ kind 
pooch — MILLER AD Co.,1 Hastings St .» Chi- 


wer rire ye OWN ADS. Full course of les- 
adwriting for the general mer 

chen oud oe store —_ is the a 

nati poe oe poe lew. Send 25 cents for one 

trial su nm to THE CINCINNATI T ADE 

REVIE Ww web Mat Main St., Cincinnati, Ohio. 


OOK TO YOUR ADVERTISING LETTERS. 
The MT ae A Shop” of Franklyn Hobbs, in 
the Caxton Block, Chi , is the home of origi- 
nalit ty in Advertising tiers. Ask for folder, 
“Rout Advertising Letters.” 
di advertisers are nning 
nize the difference between e Sctive eee 
y — ons ay en eg hy ge oy Hite 
‘our advertising wagon to a two-cen 
ap furnish you witha harness that will mPa 
the business. 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Letters. 
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spalletins will increase ‘your business im Window Pe 


Bulleti 
py aie MILT eR “ginal GO., 13 Hastings 
St., Chicago. 


A® effective bookies, 8&-pp. cover ibe 
written and printed for | ‘Single 
thousands; $40.00 00 tor five tho 
UIS FINK, JR., 
Maker of Profitable Business sr 
Fifth Street, near paca, 
Philadelph: 


I WRITE clear, forcible, cdbis souvineing magazine 

and mail-order ads. For two years in Chas. 
H. Fuller’s Advi I wrote all the 
ads, booklets, follow-up letters, etc., for the most 
exacting and particular customers they had, 
covering a very wide range of subjects, from 
pianos to patent medicines, health foods and 
coffee substitutes to canned goods and invest- 
ments. Never struck a failure. If you are very 
particular about your advertising write to me. 
Refer to Mr. Fuller if you want to. G. W. JOHN- 
STON, 1000 Boyce Bldg., Chic Chicago. 


iw you were to write me for be a oe of my 
work,and look them over leisurely in the 
quiet of your office, aor on could quickly d ine 
whether or not “ things were sufficiently 
unlike the usual “run’’of such advertising matter 
as to make YOU feel like orderin; —y- ! of 
me. Making people “feel” thus only rea- 
son for sending out such SAMPLES to those 
ming interest ex is the 
limit. I make CATALOGUES, PRICE LISTS, 
BOOKLETS, FOLDEKS8, MAILING SLIPS 
one NEWSPAPER and TRADE 
DVTS.. etc., 7 I try hard—very hard—not to 
a “asual” 8, and some with fair 


success. 
No.7. FRANCIS I. MAULE, 402 Sansom 8t., Phila. 
10 non amateur “MENT CONSTRUCTORS 


ateur other) 
R THE BEST “ADVERTISEMENT. 

. For THE SECOND 
EACH FOR THE NEXT Fe FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertixement Senne as well > inviting the 


good enot mb me ming, and pay Crom d 
enough to be worth using, an rom da: 
to day as tecepted. and at thesnd Spat ! mg 
December 2, 1904—will award and pa on500 in 
cash prizes for the six best and most effective 
advertisements that have been submitted. 


The advertisements “of the Ri Tabules 
have been before the public for twelve years. 


Th ere the ret largel ly advertised propri- 
etary metal medicine —_ sold 1 in tablet form. 


They were the first remedy for dyspepsia ever 
eucoestully popularized th through advertising. 


They are the only proprietary medicine sold in 
the drug stores at so Jow a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a of the i remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months, 


A handed million n Ripans Tabules have been 
purchased at drug stores in the United States in 
asingle year. 

Every drug store in n America sells Ripans 


a Each case has what seems pe- 
points, but when presented to the pu public in 
an edvortineinent appeals to thousands of others 
recisely like it who had thought themselves 
th he only ones who suffered in that precise way. 
The remedy that cures or relieves one is a boon 
to every other person living under similar con- 
ditions. The advertising value of individual 
cases can hardly be ove mated. 


Address all communieations t to 
CHAS. H. THAYER, 
THE RIPANS CHEMICAL © COMPANY, 
No, 10 Spruce 8t., New York. 
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ET STARTED RIGHT. 
If you are « beginner you cannot afford to 
experiment. Experience is sometimes an expens- And 


ive teacher. It is usually cheaper to profit by He’l 
the experience the other fellow has paid for. 

The old timers in the mail-order business—the 

money-makers—know by experience that 


GOOD STORIES, 
of Augusta, Maine, F 


fs one of the mediums that always “makes 














good”’—that can always be depended upon; Y 
400,000 copies; $1.50 PER LINE. For years this r 
publication has been used by the successful ad- 
vertisers, and it stands higher in their estimation 
to-day than ever before. Each month is demon- G 
strated to the advertiser the fact that it reaches G 
a well-to-do and substantial class, who are quick C 
to respond to the in its col 
F 
This is the kind of paper the beginner should 1 
use. 
y, 
Much depends on the right kind of a start; i 
therefore, take no chances. If you want to get 1 
started right, don’t fail to use GOOD STORIES. 
‘ 
Send orders direct or through any reliable is | 
advertising agency. Write for specimen copy, Poi 
booklet, testimonials, etc. > 
omnia ext 
: ing 
THE VICKEKY AND HILL PUBLISHING CO., pa! 
Augusta, Maine. ent 
C. D. COLMAN, E. H. Browy, ig 


Fiat Iron Bidg., N. Y. Boyce Bldg., Chicago. 


Also the Publishers of the Vickery & Hill List 
and THE AMERICAN WOMAN. 





Sworn statement of circulation on file with 
Geo, P. Rowell & Co. 














THE PREMIUM HABIT. 
I know a man who’s saving tags, 


stamps, 
labels, 
;wrappers 
stoppers, 
bottles, and 
trademarks 
On tobacco, 

soap, 

tea, 

coffee, 

pianos, 


and automobiles, 

And when he gets enough 

He'll have earned a cane, 
collar button, 
umbrella, 
match box, 
house and lot, 
or book of 
flirtations. 


For it’s the ruling passion, 
This saving up of tags, 
And stamps and gaudy wrappers 
From bottles, boxes, bags; 
oy array = got it, 
ave got it, too— 
rn “simply so distracted 
I don’t know what to do! 


Gimme your tags and wrappers— 
Gimme your labels, friends! 

Gimme your cast-off stoppers— 
Gimme your segar ends! 

Gimme your extra trade-marks— 
Gimme your bottles, pray, 

For I’m going to draw to-morrow 
On the thing I save to-day! 


Ten thousand tags will get me 

A copper-headed cane, 

And twice ten thousand tags an 

Umbrella for the rain; 

Oh! everybody’s got it 
nd I have got it, too— 
I’m simply so distracted 
don’t know what to do! 
—Baltimore News. 
te - 

“PorTLAND Cement as an Investment” 
is a booklet offering stock in the Ajax 
Portland Cement Co., Pattenburg, N. J. 
The fiscal agents H. C. Bennett & Co., 
18 Wail street, New York, have made 
excellent use of the discussion now go- 
ing on as to the worth of cement con- 
struction, illustrating extracts from 
authoritative journais with pictures of 
entire cement construction. 
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Displayed Advertisements. 


20 cents a line; Sen 0 fades a page; 25 per cent extra 
Sor specified position—tf granted, 
Must be handed in one week in advance 


HANO 


Modern Manifolding 
Business System for 
Avoiding Disputes 


with Gustomers ; 


PHIZIP HANO @ CO. 
806 to 814 Greenwich St. 








MONTHLY 

POINTS THE WAY 
TO SUCCESS. IN ADVERTISING 
AND MAIL ORDER BUSINESS 


‘ be 


THE WESTERN MONTHLY is 
rnal of genuine informatio 
rder business. Gives valuabl 
pointers about advertising. Su: 
and better methods of doing things. 
bert ier or veteres over th he rough places 
n or veteran over the ro’ 
in the Mail-Order busin alti 


Best Advertising School of All 


THE igh MONTHLY ie rend with 
inte: y people who direct the it 
rises in the At. 
tion than any other att 
Helps make mone: 
Order i Sasunees by Peeling how o 
jone 
me DIME will bring THE WESTERN MONTHLY 
ur address for six months, You'll be 
ore, pay the coquee subscription ence 
Sierwards. Send the dime to-day bef 
you forget. 


THE WESTERN MONTHLY, 
815 GRAND AVE., KANSAS CITY, MO. 
























ROWELL’S 


American Newspaper Directory 


For 1904 
THIRTY-SIXTH YEAR~IS NOW READY FOR DELIVERY. 
Price $10 net cash. 


Checks may be made payable to 
Chas. J. Zingg, Business Manager Printers’ Ink, 10 Spruce St., New York. 
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HOT AIR PERSUASIONS. 


Office of TH& GLEANER, Massillon, Ohio, June 25, 1904. 
Printers Ink Jonson, New York City: 

Dear Str—Enclosed please find check for $11.25 for which 
please send us 250]b. barrel of your newsink. We have strayed away 
from the fold for some time under strong persuasions from some 
of our nearer home ink makers, but wish to make another careful 
test of your inks and then place a standing order with you, so we 
would ask you to look back over our specifications and be careful 
to send us just the kind of an ink you did before, or as good an ink as 
you make, Yours respectfully, HANcocK & BATEs. 

Several of my customers have been led from the 
fold, through the glib-tongued promises of traveling 
ink men, who claim to be able to equal my goods at 
my prices but who know in their hearts that it is an 
impossibility, unless the concern they are working for 
is willing to lose money on them. Send for my price 
list. Address 


PRINTERS INK JONSON, 17 SPRUCE STREET, NEW YORK 






























4i~* Time to Plan 


——— 
— 
—— 


BZ for Next Year 


This is an excellent season to plan your advertising for next 
year—you will be too busy “wap to do the subject justice. 

We invite every business man who wants to do better adver- 
tising and get more returns for his money to talk the matter 
over with us. 

This won’t cost anything, and it is more than probable that 
the largest and most efficient organization of its kind in the 
country can offer suggestions and plans which will be interesting 
and useful. 

We are particularly strong on introduction material and follow- 
up systems, 

We will not only prepare your initial advertising matter, but 
help you all along the line, from getting the inquiries to taking 
care of them and turning the inquirer into the customer, 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
No. 210 The Arcade, Cleveland, O. 
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HOSE Retailers Who 
Write Advertisements 


































and that means the active, progressive ones—have discovered 
that it is impossible to do good work without constantly and 
carefully reading and studying the productions and ideas of 
others. The man whose labor is of the mental] sort cannot con- 
tinue to draw ideas from his brain unless he keeps putting ideas 
into it by reading and observation, The retail advertiser who 
would evolve new ideas and infuse vigor into his work should 
read PRINTERS’ INK. It is the leader among publications 
devoted to advertising—a weekly paper giving the news, ideas 
and latest plans of successful merchants in the advertising 
world, It tells of store management and modern merchan- 
dising in retail and wholesale. From its columns may be learned 
the basic principles and underlying ideas which build business 
through advertising in all its many forms It gives the reader 
an insight into everything related to advertising. It treats on 
ways, means and mediums, and contains many hints and useful 
suggestions on the peculiarities of human nature. Every issue 
is brimful of live, practical reading, which can be turned to 
account in many ways. A department of ready-to-use adver- 
tisements is published every week for the special benefit of 
retailers. This feature costs a subscriber less than Ten cents a 
week, (A book reprint of this department sold one thousand 
books in less than a year.) Every weekly issue of PRINTERS’ 
INK contains from six to ten advertisements, new and up-to- 
date, ready for use or subject to slight changes only. 

The retailer who can read the signs of the times must turn 
to modern publicity, and every newspaper in the country should 
assist him how to advertise. Among the intelligent retailers 
are the thousands of undeveloped prospective customers of the 
newspaper, 

Every retailer should be encouraged to read PRINTERS’ 
Ink, He may read other business journals, but PRINTERS’ INK 
is the one which he cannot afford to miss. The annual sub- 
scription price is $5.00, payable in advance. 

A three months’ trial subscription will 
be allowed upon receipt of One Dollar. 





If interested address, 


CHARLES J. ZINGG, Publisher Printers’ Ink 


10 Spruce Street, New York. 
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THE RETAILER—HIS 
PROBLEMS. 


If the small store in a small 
town doesn’t use the local news- 
papers to advertise there’s nobody 
to blame but the proprietor. Space 
rates are within the reach of every 
one in the little towns, and every- 
body who reads the papers is in 
reach of the store. The quantity 
of cut-and-dried advertising print- 
ed in the country weekly or small 
daily makes a good background 
for the advertiser who will fill his 
space intelligently. There isn’t a 
bit of excuse for the dealer in a 
small town who doesn’t advertise, 
for the mediums are right at hand. 

The small store in a big city, 
however, is up against a different 
proposition. Daily papers are often 
out of the question, both in cost 
and because they cover too much 
territory. The little store down- 
town may use them, but hardly the 
outlying neighborhood store. Yet 
there are ways in which the latter 
can get dignified publicity at rea- 
sonable cost. 

One excellent plan was that 
adopted by a shoe store in New 
York City. Situated outside the 
great retail district, it was a neigh- 
borhood store in every sense of the 
word. Some of its territory 
touched on the residence district, 
while down in one corner of its 
ten block radius were some good- 
sized office buildings. A list of 
tenants in the latter was first se- 
cured, clerks as well as proprie- 
tors. Another list of women in 
the residence portion was made up, 
and a third list of wives of men in 
the office buildings, no matter what 
part of the city or suburbs they 
lived in. 

Then a dozen lots of postal cards 
were printed. Each lot was writ- 
ten to fit some particular kind of 
weather—hot, wet, slushy, cold, 
etc. All these cards were address- 
ed in advance and tied up in bun- 
dles. Twice a week a lot was mail- 
ed early in the morning by the man 
who opened the store. He took a 
look at the sky, read the weather 
indications and sent out a rainy 
weather card, or a snow card, as 
the case might be. If there was 
half melted snow on the sidewalks 
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Mr. Business Man found a card 
advising him to keep his feet dry 
and warm and avoid pneumonia, 
while his wife out in Lonesome- 
hurst got another warning her to 
see that her husband was properly 
shod. The cards contained little 
argument—just a tip and a price. 
Their fitness to the weather and 
their frequency did the business. 
* * * 


A form of advertising that has 
arisen to the dignity of a recog- 
nized medium in New York and its 
suburbs is that of putting circulars 
in the copies of Sunday papers dis- 
tributed through a store’s immedi- 
ate neighborhood. This service is 
paid for at various rates, one dol- 
lar per thousand circulars being 
the average price. It’s the excep- 
tional family that doesn’t take a 
Sunday paper, and as the newsboys 
and newsdealers are conscientious 
in rendering this service the adver- 
tising reaches the home, and at a 
time when it is pretty sure to be 
read. The merit of this method lies 
altogether in the manner in which 


the circular is written. Live ad- 
vertising commands a reading 
however distributed. 

* * * 


Another form of publicity for 
the neighborhood store is the store 
paper issued weekly or even 
monthly. This medium has not 
been developed in proportion to its 
possibilities, and in the hands of a 
live merchant can be made to yield 
good returns. Such a_ paper 
should have plenty of store news, 
with prices, illustrated by means 
of the cuts supplied by manufac- 
turers and wholesale houses. It 
can also be made a neighborhood 
newspaper, publishing items about 
happenings and people in the 
store’s district. Printing need not 
be costly with proper management, 
and the time given to the work of 
gathering news and writing copy 
can be reduced as experience is ac- 
quired. The first few issues take 
lots of time and labor, usually, and 
nine times in ten the merchant- 
editor concludes that the game is 
not worth the candle. But the 
value of such a publication in- 
creases with each issue, while the 
work of getting it out decreases. 
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Distribution may be done by means 
of a mailing list or through boys. 
* * + 


With a few exceptions every 
small neighborhood store can put 
in a five or ten cent counter. This 
is now known to be one of the 
most potent of store attractions, 
and some of the largest whole- 
sale houses in the United States 
make a specialty of goods for this 
class of trade. The largest five and 
ten cent store syndicate in the 
country has above 100 stores, and 
its daily sales therein stagger be- 
lief. It is said that fifty tons of 
candy are sold daily. The bargain 
counter attracts rich and poor 
alike, and is a perpetual drawing 
card for people who come in to 
look around. The regular stock 
brings in only those who come to 
buy a definite article, but a bar- 
gain counter, kept up with fresh 
goods, brings the shoppers. Drug 
stores, groceries, small dry goods 
shops, tobacco and cigar stores, 
stationery stores, dealers in men’s 
furnishings and other merchants 
can install this feature to advan- 
tage. It is really a form of ad- 
vertising. This is strikingly de- 
monstrated in the case of the syn- 
dicate mentioned, for this concern 
began with a capita! of $300 twen- 
ty-three years ago and has built up 
a business of millions without a 
penny of expenditure for advertis- 
ing through regular channels. 


* * * 


The very littleness of the neigh- 
borhood store is a factor in its 
favor if rightly exploited. Usually 
the little store tries to imitate the 


_ big one, both in advertising and 


stock. If it sends out a circular 
the proprietor endeavors to con- 
vince the public that he carries 
everything, and has the lowest 
prices on earth, and is a formidable 
rival to the big establishments 
downtown. Some of the happiest 
hits have been made by small mer- 
chants who frankly sought a repu- 
tation for keeping a “Little Shop,” 
thereby winning distinction in their 
locality. When a shop is really 
little there’s no sense in trying to 
disguise the fact, and to make it 
talk like a department store is to 
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imitate Doctor Johnson, who made 
little fishes talk like whales. 
* * * 


The drawing-power of plain 
prices may be an old story, but it 
bears repeating. Some merchants 
are not averse to plain prices, but do 
not show enough of them in their 
stores, windows and ads. Others 
have a mistaken notion of the “ex- 
clusive” trade—that well-to-do 
people will somehow take offense 
if prices are in evidence. Now, it 
may be laid down as a law of 
human nature that no woman ever 
gets to a degree of exclusiveness 
where she is willing to forget the 
price consideration. A man can 
very easily be bluffed into an ap- 
parent disregard for prices—but 
this is only seeming. He may 
pay a bill in a crack restaurant 
with a flourish and tip the waiter 
magnificently. But he likes to 
know the price of a hat before he 
goes into the store. There are dif- 
ferent ways of presenting prices, 
remember. Some of the people 
who buy popular price goods want 
big black figures. In the better 
class store the price may be letter- 
ed in characters a half inch high, 
and dignity gained by spelling out 
prices, as “Fifty cents” or “Half 
a dollar.” But they should always 
be in evidence. 


“SumMMER Tours” is a beautiful vol- 
ume of more than 100 pages, issued by 
the Cleveland & Buffalo Transit Co., 
Cleveland, and describing the trips that 
may be made from the terminals of the 
company’s big lake steamers between 
Chicago and Buffalo. There are many 
fine pictures of Eastern and Canadian 
resorts, and the volume is well printed. 

ss 


ADVERTISING PHRASE. 


REACHING THE CONSUMER. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ InK are invited to send model advertisements, ideas for window 
eards or circulars, and any other suggestions for bettering this department. 








In determining when to cut 
prices, or whether to cut them at 
all, a number of things should be 
taken into account: The lateness or 
backwardness of the season; the 
amount of stock on hand and 
whether it is likely to be made un- 
salable by changing styles before 
the advent of another season; 
whether you can afford to sacrifice 
profits in order to make a quick 
turn and invest the money in more 
seasonable goods on which a profit 
can be made; whether you need the 
room, and whether your competi- 
tors are likely to cut prices on the 
same lines, calling some of your 
customers away, getting a reputa- 
tion for lower prices, and having 
the advantage of you in starting 
another season with new goods 
against your carried-over stock. 
All these things must be taken in- 
to account. A merchant friend of 
mine always argues that it is 
suicidal to sacrifice profits, even on 
the tail end of a stick that has sold 
freely at a good profit. He con- 
tends that it is a mistake to supply 
a demand at a cost or less that 
might be supplied at a profit. But 
of course, that’s a very leaky argu- 
ment, when it’s a question of sell- 
ing at cost or carrying over stock 
that will have to be sold at cost 
or below when it once more be- 
comes seasonable. It’s better to 
get back the first cost and put it 
into goods that will turn two or 
three times during the winter than 
to have it locked up in goods that 
only occupy room and require care, 
and then, if you happen to have a 
competitor who makes a practice 
of unloading at deep cuts while 
there is still time to unload, the 
comparison between his cut prices 
and your regular prices is likely to 
hurt you all along the line. When 


| 





you do cut prices, cut them deep 
enough to do the business—deep 
enough to move the goods and to 
make it reasonably certain that no- 
body will go lower on the same 
lines. Don’t cut in thin slices— 
make one good, deep slash, even if 
it hurts a little; and don’t say 
you're “going to” cut prices as in 
the ad reproduced below, but say 
you have cut them and print the 
old and new prices to show that 
you have and to show how much. 
Don’t say 25 per cent or 33 I-3 per 
cent or any other per cent. Print 
figures. Lots of ordinarily intelli- 
gent people get sadly twisted when 
they attempt to figure things out by 
“per cent.” In the ad reproduced 
below, there is a very good intro- 
ductory for cut prices, but the ab- 
sence of the old and new prices 
weakens it. 





Cut Prices on 


Refrigerators. 


Everybody knows what a backward 
season this has veen. There has hardly 
been a night when a blanket or a com- 
fort did not feel just right. This has 
pared havoc with summer goods. It 
as left us with too many Refrigerators 
on hand for the Yast of June. e 
haven’t the storage room to carry them 
over to another season, so right at the 
commencement of what should be the 
real hot weather we are going to make 
deep cuts in prices. These are all the 
highest grade refrigerators—none of the 
cheap trash, put up simply to sell, and 
which will not do the work required. 
Everybody knows our refrigerators— 
the celebrated Alaskas—use less ice, 
keep victuals cleaner and cooler. 


LAWN MOWERS. 
_ We have a lawn mower for $2 which 
is cheaper than allowing the lawn to re- 
main ragged and out of keeping with its 
surroundings. It is a good one, too, and 
will do the work as well as those of 
higher price. 

SCREEN DOORS. 
_ Whole car load of screen doors of all 
sizes—you are sure to find the size you 
want. They come in fancies and com- 
mon—hard and soft wood. Buy them 
now and keep out the flies. 


F. MEYER & BRO. CO. 
1311-1313 South Adams St., 
Peorfa, Yvv. 
Telephone Main 75. 





PRINTERS’ INK. 


The ad reproduced below would 
pass for a good ad, most any- 
where. It is good of its kind, but 
there’s a better kind. If I were 
advertising a carriage business, I 
should take one carriage at a time 
and describe it. I should go into 
details as to general appearance, 
tell what materials were used, 
how it was trimmed and paint- 
ed; in fact come ag near as is 
possible in print to showing exact- 
ly what kind of a carriage it was. 
And .then, in a few lines at the 
bottom, I should say that if the 
carriage described was not exactly 
what the reader had in mind he 
would be almost certain to find the 
right thing in my warerooms. De- 
scribe a surrey one day, a buggy 
a day or two later, then a trap, 
and so on down the line, and 
sooner or later, you’re going to 
bring together the man you want 
and the carriage he wants. If you 
can print a really good picture of 
the vehicle advertised, so much the 


better; but be sure that it is a 
good one and don’t use cheap stock 
cuts that only misrepresent your 


goods. Whether it’s a good thing 
to print prices, depends somewhat 
on local conditions, and that you 
must judge for yourself. If you’re 
not a carriage dealer, don’t think 
that this little talk is wasted, so far 
as you are concerned, for all ad- 
vertising has something in com- 
mon, and it is more than likely 
that this advice applies quite as 
well to your business as to the 
carriage business. 





Ride in Style These 
Evenings 


in one of our elegant new Carriages. 
You'll find it the height of comfort and 
enjoyment. Our Carriages are every one 
the personification of ease and comfort, 
yet are stylish in appearance, and strong 
in every part. Expensive? Bless you, 
no! We guarantee to give you more 
real carriage value for your money than 
you ever got before in all your life! 

Old carriages taken in exchange for 
new. Scores of styles to choose from. 
Step in. 

W. F. WHITON & CO., 

60-66 Harlow St., Bangor, Me. 





45 


There Should Be More of this Kind of 
4 Advertising. 


A Dark Store 


always leaves the impression with 
a customer that there’s nothing 
doing. 

Electric light is not a luxury 
nowadays. Are you using our 
service 
THE UNITED ELECTRIC 

LIGHT & POWER CO., 

30 South Eutaw Street, 
Baltimore, Md. 


Attractively Worded Ad For Build. 
ing Lots. 














Lamar Park. 


Better hurry—this is the 
last day of Cut-Price Sale. 

They have gone like hot 
cakes. Think of fine lots in 
a fashionable neighborhood, 
with grand old forest trees, 
going at low prices! And to- 
ay (this is absolutely the 
last day) we offer a discount 
of 10 per cent from the es- 
tablished prices. Easy terms, 
too—zo per cent cash, bal- 
ance about as you please, in 
4 years. $100 earnest money 
binds a trade and gets the 
discount. _Go out and look, 
anyway. Walk about under 
the trees and "4 the cool, 
fragrant air. ake Annes- 
dale cars to Central and 
Brown Aves., walk south a 
little and there you are. 


C. M. AVENT, 
442 Scimitar Building, 
Memphis, Tenn. 











An Old and Deeply-Rooted Objection 
to Life Insurance, Well Met in the 
Headline Alone. 


| Not Blood Money 
But Bread Money 


A wife sometimes shrinks 
from life assurance because 
she thinks it gives her an in- 
terest in er husband’s 
ideath. Not so. Life as- 
surance simply provides for 
the family when, by reason 
of old age, or death, the 
bread-winner can no longer 
provide for them. A man 
who denies this protection to 
his family, fails to realize 
the gravity of his responsi- 
bilities. 

Many good companies, but 
only one Best. 


THE aa? ITABLE 
N YORK. 
Elmer Dwiggins, Mer. 


Equitable Building, 
Moines, Iowa. 
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PRINTERS’ INK. 


2 of prices wouldn't have hurt this 
, Jor some people have to consider the 
price. even in such a purchase, 





For Her, the 
Wedding Ring! 
That magic little band is 
playing an important part in 
these days of roses and 
rosebuds! Be sure that 
yours will assay 18k. Ours 
do! Drop in and see them. 
C. LUMSDEN & SON, 
Jewelers, 
731 East Main Street. 
Richmond, Va. 





Straight to the Point. 


onab, 








Your Trousers, 
Sir! 

They bag and sag and 
they’re hot. 

It will cost you only a 
few dollars ($2.50 to $7) to 
procure a cool, trimly built 
air of summer trousers. 
They'll fit you and they'll 
Hang right. 

Or a two-piece Suit of the 
coolest goods, prettiest pat- 
terns, best makes. $7.50 to 
$20. 

Bathing Suits. All kinds 
of Straw Hats at Lowest 
Prices. All Man’s_ Cloth- 
ing Needs, except Shoes. 
LOUIS DREWREY & CO., 

COMPANY, 
315-317 Main St., 
Norfolk, Va. 





It Often Pays, Though Often Indi- 
rectly, to Do Something a Little Out 
- the Ordinary and Make Consider- 
able Noise About It. 


Hay and grain dealers are singularly shy 
of advertising. This ad shows how 

can say a great deal, and say it good and 

pee | in a small space, but “price is reas- 

” ds never as satisfactory as get- 

ting the price in dollars and cents. 


you 





Nice Hay. 


We have some of the best 
Hay we have had for a 
year, and the price is rea- 
sonable. 

Why not come in and see 
us if you want anything for 
horse or cow? 


THIS IS HOLMES’ 


Main and Pleasant St. Cor., 
64-70 Ames Street, 


Brockton, Mass. 





Suggestive of Comfort and 
Money’s Worth, 


Good 











Cool, Snowy 
Dresses for Girls, 


Just in, and ready for 
anything—morning or after- 
noon wear, or an informal 
evening affair. 

Cool, crisp white lawn. 

At $3.50 with insertion on 
the skirt above the hem, the 
blouse tucked and trimmed 
with medallions. 

At $5 the skirt with grad- 
uated flounce and three rows 
of insertion, the blouse 
tucked yoke deep and trim- 
med with medallions. 

14, 16 and 18-year sizes. 


WANAMAKER, 
Philadelphia. 














More About Our 
Private Diamond 


Room. 


We've made a comfort- 
able little room for showing 
diamonds and diamond jew- 
elry, where you can have at 
one both privacy, quiet, and 
the brightest of daylight. In 
fact you couldn’t get any 
better daylight anywhere 
than we have in that room. 
We never show diamonds by 
artificial light. It makes a 
cheap diamond look better, 
but we prefer to sell only 
fine stones and sell them for 
just what they are and no 
more. 


Cc. L. BYRD & CO., 


W. C. Graves, Mgr., 
Memphis, Tenn. 














Good Idea—that Last Sentence. Strange 
as it May Seem, Lots of People Don’t 
Know How the Size of a Lawn Mow- 
er is Determined. 





Treat the Lawn 
To a Short Cut. 


You don’t have to spend 
a great lot of money for a 
pair of clippers in the shape 
of a lawn mower. If you 
will come to our West Base- 
ment we will show you dif- 
terent styles and different 
sizes of mowers, each about 
as inexpensive as you would 
expect. : 

or __ instance, 12-inch 
Lawn Mowers at $3.50. 

For instance, 14-inch 
Lawn Mowers at $4.25. 

For instance, 16-inch 
Lawn Mowers at $4.50. 

You know the inches re- 
fer to the size of the plade. 

JAS. HORNE CO., 
Pittsburg. 
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No Fuss, 
No Fuming. 


and no mntegiete ™~, - 
Dixie Bar Frame hen 
you let the Dixie pe... it 
stays there. You don’t 
a up with the bar twist- 
ed between your toes and 
the mosquitoes getting in 
their work. It’s the only 
bar frame that gives entire 
satisfaction. $1.50. 
STOWER’S FURNITURE 
STORE, 


Houston, Tex. 


PRINTERS’ INK. 


Dead-in-Earnest and Very Convincing. 





Happy Headlines. 








je 





Thermometers are seldom advertised, 


Wonder why, 





Thermometers That 
You Can Swear By. 


You will get much satis- 
faction this summer by hav- 
ing a thermometer near by 
that will tell you exactly 
how hot—or how cool it is. 

We have a complete as- 
sortment of thermometers 
in several styles, reliable 
ones that you can swear by. 

Some are designed espe- 
cially for outdoor, others 
for indoor use. Some have 
a barometer attachment that 
warns you in advance of 
weather changes. 

Prices 25c. Upward. 

E. G. FOWLER, Druggist. 
10 Dexter Ave. 
Phone ror. Open all night. 
Montgomery, Ala. 


Take a Kodak Along; 
Bring Your Outing 


Home. 


Kodaks for vacations; for 
single-day or half-day out- 
ings; the most compact and 
convenient of cameras. 


Folding kodaks, $6 to 
$65. + 


Brownie cameras, $1 &$2. 
No. 2 bull’s-eye $8. 
WANAMAKER’S, 
Philadelphia. 





Excellent. 





Going to Spend 
Your Vacation at 
the Seashore or in 
the Woods? 


If you are going to camp 
out you'll find our Army 
Cots just the thing. Easy 
to lie on, easy to set up 
and folds compactly. Even 
if you’re not thinking about 
going age it’s a good thing 
to have about the house for 
an emergency. Price here 
$2.25. 


STOWER’S FURNITURE 
STORE, 


Houston, Tex. 








Sort o of. a Double-Barreled Talk for a 
dey We J ‘Spend both Husband 
and 


A Credit Proposition Attractively 


sented, 









Pre. 














To-morrow Is 


Washday 


If he doesn’t wish you 
to be tired and out of sorts 
when he gets home from 
work to-morrow night, but 
wants you to be able to 
meet him with a rested look 
and a smile, tell him to 
buy you one of those Para- 
gon Washers. It saves all 
of that rubbing and back 
straining. Just put the 
clothes in the washer, sit 
down, read a book, turn the 
crank and the machine does 
the rest. Call and we will 
show you how easy it does 
the work. 

EZRA _ W. THAYER, 
124-126 E. Washington St., 
127-133 East Adams Street, 

Phoenix, Arizona. 











Pay A Little At 
A Time. 


Don’t put the wedding 
off; don’t wait to get rich. 
any of the happiest 
homes in Elizabeth are now 
being paid for on our little- 
at-a-time payment plan. 

Leap year ee 
are urged to come and talk 
it over. Special induce- 
ments for complete outfits. 

Figure it out this way: 

$so worth of furniture, $5 


down, $1 a_ week. $100 
worth of furniture, $10 
down. $150 worth of furni- 


ture, $15 down. 

The cost to furnish three 
rooms $69, four rooms $95, 
five rooms $124. 

MIRON & LIFSON, 
Telephone 1443 
161-165 First Street, 
Elizabeth, N. J. 
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Special Issues 


Printers’ Ink. 


For the main purpose of securing new subscribers to the 
Little Schoolmaster the following special editions will be 
issued on the dates stated: 


August 31, 1904, PRESS DAY, AUGUST 24, 


Municipal Advertising 


This special issue goes to about three thousand five 
hundred Boards of Trade and Mayors of Cities in the United 
States and Canada (in addition to the regular issue), and it 
will contain new and interesting features of what is done 
and can be done to develop, improve and promote the in- 
terests of States, sections of States and cities through the 
power of modern advertising. 

The Little Schoolmaster will attempt to demonstrate that 
the newspapers and magazines are the mediums par excell- 
ence in which money for that purpose should be expended. 

This country has a wealth of water power, sites for 
factories, sites for industrial settlements of all sorts, sites for 
tourists and permanent settlers which are now in an un- 
developed state. Systematic advertising will make these 
riches known to the the right parties—and the public press 
should be the chief medium. 


September 7, 1904, Press Day, August 31, Department Stores. 
September 14, 1904, Press Day, September 7, Mail Order Houses. 
September 28, 1904, Press Day, September 21, Real Estate. 
October 12, 1904, Press Day, October 7, Trade Journals, 


October 26, 1904, Press Day, October 19, Banks and Financial 
Advertising. 





